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to all Apex Distributors 
and Apex Dealers 


VW: THIS WISH goes our deepest appreciation for your 
loyal cooperation and support. Through your help, 
thousands of homemakers and new users are enjoying the 
benefits of Apex Hour-Saving Appliances! We, at Apex, 
look forward to the New Year with our every effort 
devoted to the fulfillment of the wish for prosperity to you. 


New plans...new goals... for 1954, offer the 
greatest opportunities in Apex history for the 


Bopraese continued growth of our profitable partnership. 

—/ 

PRESIDENT VICE PRESIDENT 
APEX HOUR-SAVING APPLIANCES 


APEX ELECTRICAL MANUFACTURING COMPANY e¢ CLEVELAND 10, OHIO 
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t America 


New Westinghouse 
with Demand 














Mansfield has a husky new teammate! 


It’s our fabulous, new, half-mile long 





plant at Columbus, Ohio, with two mil- 
lion square feet under one roof, now 
open for business ona 350-acre site. Soon 
every facility of this plant will be geared to 
all-out production of °54 Westinghouse 
Refrigerators and Home Freezers. 


Rolling out of this great plant will be 
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discovers Columbus 


Plant Will Help Keep Pace 
for Nation’s Most Wanted Appliances 


thousands of Westinghouse “Majors” 
every day. That adds up to a tremendous 
increase to take care of the mounting 
demand for Westinghouse products. 

All this means a real profit plus for 
Westinghouse retailers. Now they have 
double assurance of getting everything 
they want exactly when they need it. 


As for our 1954 line, once again we are 


(<=> 





springing some exciting surprises that are 
bound to spark tremendous enthusiasm 
among the trade. You'll be seeing and 
hearing all about them at the coming hotel 
showings. Any day now you'll be receiving 
an invitation from your Westinghouse 


major appliance distributor. Don’t miss it! 


WESTINGHOUSE ELECTRIC CORPORATION 
Electric Appliance Division * Mansfield, Ohio 





LAUNDROMAT - DRYER + FOOD WASTE DISPOSER * RANGE “ WATER HEATER ; TOASTER + 
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IT’S ALL FOR YOU 


This mammoth new 
Westinghouse plant 
provides every facil- 
ity to assure more 
of the right products 


at the right time. 
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you CAN BE SURE...1F Irs 

















FOOD CRAFTER * DEHUMIDIFIER + ELECTRIC BLANKET 















Permaglas 


Every Homeowner whose ordinary water heater rusts away is a hot and jmmediate 





prospect for an A. O Smith Permaglas automatic water heater. Its glass-suriaced steel 


tank vever rusts... will end customer hot water problems forever. 


Figures Prove that a water heater rusts away every minute of the day. Smart thing 


to do, then, is to be ready to replace with a Permaglas, the most-wanted water heatet 


oS 


Dept., EM-1253 
Kankakee, Ill. 


in America. Over 2,000,000 happy homeowners say so! 


Prepare for Profits with Permaglas. Write for information to 













COSTS NO MORE 


than ordinary water heaters 





e * 
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PERMAGLAS-HEATING DIVISION 





e 
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International Division, Milwaukee 1 « Licensee in Canada: John Inglis Co., 


+ 2 Lates Precedin THE SHORT 
Business Quick-Check ail. dAemne TREND 





SALES, appliances, radio-TV ($millions) 340 350 298 DOWN & 





DEBT consumers owe on appli.-radio-TV ($millions) 260 258 218 UP ww 





FAILURES of appl.-radio-TV dealers 32 23 7 WORSE & 





RETAIL SALES total ($billions) 14.0 14.2 13.6 DOWN % 





DEPT. STORE sales index (1947-'49 = 100) 106 112 108 DOWN & 





PERSONAL INCOME annual rate ($billions) 285.8 287.0 276.4 DOWN & 





LIVING COST index (1947-'49 = 100) 115.2 115.0 114.1 UP ww 





SAVINGS of consumers, annual rate ($billions) 17.0 17.2 19.4 DOWN %& 





HOUSING starts (thousands) 92.0 104.6 100.8 DOWN & 





AUTO output (thousands) 532.8 472.7 479.9 UP wf 





UNEMPLOYMENT (thousands) 1,162 1,246 1,284 BETTER #W 


RENDS 


Manufacturer predictions of outstanding Christmas sales, as reported f apphance and radio- TV failures has clinbed m the past year. Note, 





(Sources, in order: Dept. of Commerce, FRB, Dun & Bradstreet, Dept, of Commerce, FRB, 
Dept. of Commerce, Bur. Labor Statistics, Council Econ, Advisors, BLS, Ward's Auto 
Reports, Census Bureau) 





in our last issue, seem to be holding up. And retailers’ sentiments, 


too, the plans announced by some manufacturers to cut down on fran 








published in a brochure distributed by the American Newspaper Pub chised outlets, the move by G-E Supply in Cleveland to reduce the num 
lishers Assn., confirm their opmions. But whether a new sales record ber of dealers, and a similar experimental move by Crosley in Dayton 
vill be set, say the retailers, depends upon the quality of promotion ven before manufacturers started telling distributors to be morc 

Ihe optimism scems logical. Note the figures on personal incom clective with their franchises, they were exploring the possibilities of 
onsumer savings and unemployment in the accompanying table. ‘The me-line outlets, urging retailers to go full-line with one maker, throw 
guarantee at least a solid foundation uit competing brands. One of the main arguments was a companson 

The one joker in the Xmas outlook is consumer confusion over color vith the automobile industry, where dealers carry one make and one 
| Retailers have already expressed fear that sales of black and whit inmake only. But now that the troubles of the car dealers have become 
ets will be hurt by public expectations of early color. ‘To a large extent, Continued on page 6) 
dealers themselves are going to have to carry the burden of educating 





onsumers to the fact See The Question of Color in this issue.) Even 


when commercial color does make its appearance, and consumers learn 


A NEW SERVICE 


ibout the small screens, high prices, limited output and few color pro 
With this issue the editors of Electrical Merchandising offer a new 


ims, black and white proble W ve over. Sales dt r 195 
me, ; ome hi proven on't be ove war luring | t and admittedly experimental service 





vhil probably nearly equal unit-wise, will amount to fewer dollar It's this page of Trends. It was originated in the belief that appliance 





Buvers. warv of too big an investment in black and white. are going to and radio-TV dealers and wholesalers, are interested, as businessmen, 


in information which will pull together in one place the undercurrents 
ncentrate more on the low end model 
of their industry in particular and the tides of business in general 
[his is going to further accelerate the slight drop in overall apphan 


ind rach r\ ile 


n D« ubst intial Lhe new Casy-monn polic ot the government ha 


But we want to make this information easy to grasp and quick to 
pr dicted by economists tor 1954. But the drop til] read. That's why the Business Quick-Check includes only those figures 





which are most important to our industry. From them you'll be able to 
tell in a hurry how sales are going, to compare appliance sales with 
lready made the same economists revise their figures of an estimate over-all retail and department store sales. You'll get a fast picture of 
n] nt decline to only five or seven percent whether people have money to spend for appliances from the figures 

on income, savings, living costs, and installment debt. You'll see, from 

the rate of auto output and housing starts, how your main durable 
Bef. ) ylan vour own sales budget for a five or si percent drop goods competition is doing and how the new market is expanding 
1 should take into consideration the real possibility that there v In the text material we'll try to point out things that may happen and 


; : indicate the significance of things that are happening 
fewer retailers doing business at the same old stands. In oth 





But Trends, as we said before, is an experiment. If you find it val 
b — 1 ] 1. . \ ' 1 | 
dealers mean more busine D ( ICT Note how shia pl the rate vable, if you find it helpful we'll keep it 
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Motor Repairman 
Recommends KLIXON Protectors 


For Burnout Protection 


STEELTON, PA.: Wayne L. Beane, Secretary of the 
Electric Service & Machine Company, has worked on 
hundreds of motors through the years. He knows from 
experience how KLIXON Inherent Overheat Protectors 


prevent motor burnouts. 


“We've found that those motors equipped with Spencer 
Klixon Overload Protectors come in for repairs less fre- 
quently, and with less repairs required. We recommend 


their use.”” 


Klixon Protectors Reduce 
Service Calls and Repairs by 
Preventing Motor Burnouts 


The KLIXON Protector, illustrated, is built 
into the motor by the motor manufacturer. In 
such equipment as refrigerators, oil burn- 





Deanal ers, washing machines, etc., they keep 
Reset motors working by preventing burnouts. 

If you would like increased customer-prefer- 

ence, reduced service calls and minimized 

Amomatic repairs and replacements, it will pay you 
Reset well to ask for equipment with KLIXON 





Protectors. 


SPENCER THERMOSTAT 
Division of Metals & Controls Corporcaiion 
2512 FOREST STREET, ATTLEBORO, MASS. 
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TRENDS continued 


widely recognized results of over-production and over-loading, appliance 
merchants will be taking a second look, begin wondering if perhaps 


there is more security in a number of franchises. 


You can expect to hear more questions raised about the efficiency of 





our distribution methods. And some pretty sacred merchandising tra 





ditions are in for a hard-eyed inspection. There’s the role of the 
distributor, for example. Up until recently, few manufacturers were 
successful at large-scale distribution without him. But now the biggest 
maker in the business, G-E, has announced that it is shipping mixed 
carloads of appliances from its Louisville plant direct to the dealer 

which partially bypasses the distributor. He'll still keep his functions of 
order-taking, financing and rendering merchandising aid, but the savings 
in warehousing, delivery and handling costs will save the dealer about 


four percent — which is definitely a step forward in efficiency 


Don’t take too seriously the widely publicized action of the National 
City Bank of New York in refusing to take any more non-recourse appli 
ance paper. Other bankers tell us they don’t intend to copy National 


City and the outlook for 1954, despite the restrictions of 1953, is for 





easier money. ‘That doesn’t mean that banks and lending institutions 
are not going to ask for reasonable guarantees of repayment. Financing 
and finance methods are going to be more closely scrutinized than in the 





past. Both suppliers and lenders are more aware than ever before that 


the accounting procedures of too many retailers are not all that they 


hould be 


Rebirth of freezer sales in parts of the country swept by the brush fires 





of specialty food-plan operators seems to be taking two main courses 





In some cities, Philadelphia, for example, food plans are still working, 
but operation is gradually being taken over by appliance dealers. They 
don’t operate on a hit-and-run basis, take it slower, attain fair (but not 
phenomenal) volumes. In other areas, notably on the West Coast, 
where the fires burned fiercest and most people got burned, freeze 

iles just went to pot. Merchants were even afraid to mention the word 
But now some are rebuilding volume on the solid foundation of the use 
value of the appliance itself, educating consumers with freezer clinics, 
prospect parties and plain hard work. (See After the Food Plans—W hat? 
in this issue.) Either method requires more than setting up a floo: 
display and writing price tags, but both are getting results 


As far as air conditioners go, you haven't seen anything yet. ‘This year 





was good (just about a million units were produced) but next year 1s 
going to be even better — most people now think about 1.5 million units 


will be turned out in 1954. And the market 1s going to be even more 





competitive, Newcomers like Westinghouse, Welbilt, Emerson Radio, 
Amana, and Ixmerson Electric are going after their share of the business 
Others, like Hotpoint, who were in the 1953 picture on a limited basis, 
plan to go big time this year, One bit of advice: don’t turn that ait 
conditioning salesman away from your door when he calls this month 
or next —an early start will hurt nobody in the 1954 air conditioning 


cramble 


Lots of people are now convinced that bedding sections in department 
stores are going to take increasingly large shares of the electric blanket 
business. from the appliance dealer's point of view this isn’t good news 

but it is hardly surprising when you consider how little selling effort has 
been put behind this product by dealers. Take the matter of display, 
for example. What would be more logical than to display blankets in 
a natural setting—just as you display refrigerators in a model kitchen 
Borrow a bed and a table. Put an electric blanket on the bed, a clock 
radio on the table, possibly an air-conditioner in a fake window and you 


have a display which suggests things to the passer-by. 


If you've been wondering how well suburban appliance stores make 
out im comparison to city dealers, the answer is, Better. Fifty-six percent 
of the buyers interviewed for the recent Downtown and Suburban 
Shopping Study of Greater Boston buy their appliances in suburban 


Continued on page |1 
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HOOVER GIRL 
OMES 10 LIFE 


to Life magazine, that is, November 30 









wi | 
git 
The greatest gift ad in Hoover history 


sparks Hoover’s greatest Christmas promotion! 





There’s a complete merchandising tie-in package, too 

24-sheet poster, car card, newspaper ads, TV spots, 
store displays, handout folders and mailing pieces. 
If you’re a Hoover dealer, call your District Manager 
for these merchandising materials. If you’re not a 
Hoover dealer, call The Hoover Company now and 


... get in on this big promotion 


The Hoover Company, North Canton, Ohio 


You'll be happier with Hoover 
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@ HUGE SUPER-HEAT OVEN with interior light and large oven door 
window for easy interior viewing. 
e@ HIGH-SPEED BROILER with fast, radiant heat for charcoal-like 


flavor in steaks and chops. 


e AUTOMATIC COOKING — self-starting, self-stopping timer, set it 
and forget it. Controls oven and one appliance outlet. 


ALL THESE FEATURES: 
e EASY-TO-CLEAN— no coils to remove, damp cloth cleans 
oven bottom. 


@ HIGH-SPEED SURFACE UNITS—4 seven-speed surface units give 
graduated heat from simmer through high speed. 


@ BEAUTIFUL PORCELAIN EXTERIOR is chip and acid resistant. 


Oven insulated on all 6 sides. Concealed vent. 
Ask about the Gibson “thirty for YI. 
thirty”’ promotion. ereesing ee 
Today—get the facts on the Gibson 


Santa Claus Promotion from your 
Gibson distributors. ON LY 
No other manufacturer can match it! See your Gibson distrib- 
// Sosa utor quick! Order now for immediate selling—pay later! 
REFRIGERATOR COMPANY ¢ GREENVILLE, MICHIGAN 
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New 
Gibson 30” 


also makers of refrigerators food freezers air conditioners i 
> »2 A 
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YOU ASKED FOR IT... 








SO AGAIN FOR ’54 


continues 


policy of... One-Line-per-Year’’ 


In 1952 Admiral became the first major TV manufacturer to 
announce the policy of one TV line a year. The reasons for this move are as 
sound today as they were then: 


warranted obsolescence of their inventories by avoiding introduction of com- 
plete new TV lines two and three times a year. 


It gives the consumer more confidence when he buys and eliminates a major 
cause of repossession on consumer time-payment paper. 


ay It gives Admiral dealers and distributors added protection from sudden, un- 


r But, beyond these reasons for Admiral’s “One-TV-Line-Per- 
Year” policy are others with special importance to you right 
now. After six months, the current 1954 Admiral TV line is still 
the finest, most advanced line in the industry! It offers the un- 
surpassed performance of the all-new Super Cascode Long Dis- 
tance Chassis...the amazingly better picture quality of the 
mirror-bright aluminized picture tube...the sight-protecting 
restfulness of Admiral’s exclusive Optic Filter Screen...and the 
third-dimensional beauty, the dust-sealing qualities of the 


OPTIC : Golden Picture Frame. 
FILTER SCREEN . 


For all these reasons, and in response to numerous inquiries 
from Admiral dealers, we repeat once more: “One-TV-Line- 


per- Year is still the policy at Admiral!” 


Admiral Corporation 


CHICAGO 47, ILLINOIS 
WORLD’S LARGEST TELEVISION MANUFACTURER 
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TRENDS (Continued) 


stores. According to the Boston University researchers, the importance 
of suburban outlets increases in direct proportion to the importance of 





brand names. When people shop for a refrigerator, they'll buy it 


to get it downtown 


near home. If it’s a high style fur coat, they'll struggle through trafic 


delivery; makes it plain that downtown merchants who are 


aggressive and do something about parking problems and sales tech 


he study also: shows that people like suburban 
stores for shopping comfort, treatment by sales people, handling of ad 


justments; reveals that shoppers dislike suburban prices, merchandise 
choice * 








niques can overcome the suburban edge. 





MANUFACTURERS SALES 








Total 
Nine “> 
August September Months = 
Ae 
DISHW ASHERS 1953 8,433 13,950 117,454 s 
1952 14,244 13,704 100,637 > = 
“), Change 40.80% +1.80% +16.71% = 2 
DRYERS, CLOTHES 1953 70,774 86,461 453,732 = ~ 
1952 53,376 71,516 386,213 El -—) 
‘, Change +32.60%  +20.90% +17.48% ® 
bf 
ne —_ 
ame Pag 
FOOD WASTE UNITS. 1953 29,071 28,048 232,338 = o 
1952 n.a. n.a. 169,801 @ x 
“) Change +36,83% o 
FREEZERS 1953 59,497 58,140 686,822 
1952 77,873 83,942 618,267 
Change 23.60% 30.74% +11.09°% 
IRONERS 1953 8,067 9,113 125,787 
1952 16,477 22,492 140,417 . 
Change 51.04°; 59.48% 10.42% S 
—— 
RADIOS, HOME 1953 299,939 529,427 3,061,181 re 
*1952 253,728 348,786 2,791,260 << 
Change +18.21% +51.79% +9.67% “> 
oe 
RADIOS, PORTABLE 1953 145,460 147,355 1,375,308 a 
"1952 123,656 147,241 1,170,145 ro 
Change +17.63% + 08% +17.53% 5 
= 
RADIOS, AUTO 1953 376,937 357,326 4,149,812 J 
*1952 111,515 274,106 2,333,579 rd oc 
Change +238.01% + 30.36% +77.83% ~ <x 
RADIOS, CLOCK 1953 169,301 182,417 1,562,862 ¢ sf 
"1952 118503 199,976 1,233,430 uw 
Change + 42.87 8.78% + 26.71% Gg << 
~s 
RANGES 1953 74,326 84,481 939,934 
1952 77,282 64,260 694,630 co 
Change 3.82% +31.47% +35.31% bis = 
e —— 
REFRIGERATORS 1953 232,981 231,224 2,974,138 be 
1952 272,985 257,362 2,633,680 a 
“|, Change 14.65% 10.16% +12.93% ud 
pe i) 
TELEVISION 1953 603,760 770,085 5,524,370 = 
1952 397,769 755,665 3,670,590 _ 
Change +-51.79% +1.91% +50.50% a 
a. 
VACUUM CLEANERS 1953 185,029 227,253 2,121,373 <x. 
1952 229 413 237,541 2,046,000 DM 
Change 16.81 % 4.33% 3.48% WwW 
WASHING MACHINES. 1953 291 ,260 340,532 2,689,037 < 
1952 254,537 283,732 2,169,491 ce. 
Change +1443% +420.02% +23.95% = 
WATER HEATERS 1953 45,477 54,450 480,402 
1952 44,151 47,879 406,316 = 
Change + 3.00% +13.72% +18.23 = 
WASHERS, IRONERS, DRYERS —- Membership of American Home Laundry Mfrs. Assn.; VACUUM 
CLEANERS Industry Estimate by Vacuum Cleaner Mfrs. Assn.; RADIO & TELEVISION 


Estimate by Radio-Electronics-Television Mfrs. Assn.; ALL OTHERS 
*1952 Revised by RETMA 
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how easily TIME- 


ration! Exclusive manual 
fully automatic! 


every appliance sale for 


rofits when the customer sees 


Turns appliances and lights on and off day after day without 
makes the appliance 


resetting! Also skips automatic —_ 
control! Ties in with practically 


plus-p 
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and name of nearest distributor. 


ite NOW to... INTERNATIONAL REGISTER COMPANY 





Dept. 123Y, 2618 W. Washington Bivd., Chicago 12, Ill. 


> 
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wire or wr 





phone, 











i 
n on the biggest TV accessory 
campaign in history! 


Alliance Keeps its Spring Promise of a 
$500,000 Fall Campaign 







MODEL U-83, the only fully 
avtomatic antenna rotator on 
the market. Just “set and for- ; 
get” this new model Alliance 
- Tenna-Rotor. Reinecke- 


designed __. . $44.95 





New styling sells on sight! Here's the biggest 
news in TV accessories—brand new styling! Style’s the thing, 


MODEL 1-10, finger-tip electrically con- 
trolled Alliance Tenna-Rotor with directio , 
Sediiehek iol. Giteamdhy ddiichena.” tellers bright, new ALLIANCE TENNA-ROTORS! Boost your sales, boost 


and ALLIANCE has it! More eye-appeal, more buy-appeal in these 





styling by Reinecke & Associat $44.95 your profits with new ALLIANCE TENNA-ROTORS! 


$500,000 ad campaign pre-sells for you! 


TV Spots—eye-compelling “home” demonstrations—more 
than 16 million viewers on more than 100 stations! 





LIFE Magazine—full-page ad in this top consumer magazine! 
Newspapers — dominant, sales-making ads in key markets! 
Point-of-Sale Displays—Full color, on-the-spot reminders! 


And remember ALLIANCE TENNA-ROTOR has over 
1,250,000 satisfied users 





ALLIANCE TV CONVERTER adds the new 

UHF channels to present sets. sedine hate ALLIANCE MANUFACTURING COMPANY 
in the field. The quality converter, priced ALLIANCE, GHIO 

right! $42.50 





CASH IN ON THIS BIG PROFIT-MAKING OPPORTUNITY! RELY ON ALLIANCE! SELL THE MOST OF THE BES) 
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@ National Apolance-Radio-TV Picture 


Reports of Business from ELECTRICAL MERCHANDISING’s Regional Editors 


The East 





By ROBERT W. ARMSTRONG 


October business: some ups, 
some downs—generally fair... 
Washers and dryers strong, TV 
and refrigeration weak 

Dealers prepare to service color 


TV, look for good ‘54 


Sorrow 10 


Philadelphia. ( 


| | out \ 


Optimistic Washineton \lt 


\ 


ELECTRICAL MERCHANDISING 


lhree of the big capital outlets report 
that l'\ SUTPaSsse evervthing else 
Mavbe the explanation hes in th 


phistication of a public largely co 

rmment workers—who 
know that color 1\ depend 
IC ( who 


rained disposition to patience when 


posed ot COV 
upon 
have i in 


ipproval and 


invthing depends upon governmental 
iction. ‘Then, again, perhaps surviving 
finn c just benefitting from. th 
trade that normally would have gon 
to the two chain which recent] 
folded Phillip’s ind Lacy’s. When 
these two outfits failed they took thei 
14 stores with them 


Upturn Upstate. ‘T hire 
Buttalo, New York, area retailers found 
in October sales 


out of th 


in upswing neure 


though not all found it im the sam 
tem lor example, one dealer sat 
Lhe last two weeks of October wer 
t best of the vea for us Wi 
been sclling white goods on 
Wha walk-in basi finding tha 
in | Tualiv don t help mu 
Wiasl md di best sell 
Tal but the tel no iar 
ott and 1 ha to u 
In itrast l | 
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hy i 
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IV ‘Takes the Blame. In on 
tan No York ntyv deal 
ling more about the slide in ‘T'\ 
I be Che 


1 
thing els¢ 


nth had started out pretty well, bi 
d in the middl hh 1) 
Wh tel ion sales for th 

( thre n, th pa 

1\ ) 

t 1 to | 

\ t ft itud n Ni 

\ | is than 

t With 
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| 


I'V invent i | 
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-DECEMBER, 1953 


ints are suffering from publ 
xpectancy of color ‘I'V, other dealer 
taking an optimistic view. When 
lor TV comes, savs one such, “that 
ill finally take the hesitating con 
sumer off the hook and foree her pur 
sc On WAV OT thie other of a lay r¢ 


mdewhiut 


costly color 


reen, =imexpensive, black 
ect or the smaller, more 


l'\ receive! 


Service for Color. Some of thi 


ime dealers look to color TV to help 
their service operations. ‘They're get 
ting ready to expand and _ re-educate 
their service crews. Says one, “My real 
sold mine will be im added servic 


work where I can compete on an even 


addi 


sold, where | expect the di 


basis with not im the 


tional U\ 


everyone, 


ounting storv will still be the sam« 
He's figuring, of course, that color i 
oing to require a lot more service than 
lack-and-whit 
What About Next Year? Several 
tern retailers have ideas about what 


+ will offer, Item-wisc, one lool 
big ile for 


nks freezers 


vashers and drvet 


will improve “now that 


the uprights have caught on \noth 
that dryers will mov up and 
dd ur conditioners a 1 volume 
tdcr We learned the | ny not 
to wait until hot weather but to 
nerchandise earlier in the expectat ] 
f hot ither he 
\ third merchant uccinct. “Ai 
dition 1 mad dryer 1] 
the best | fom unm 
if | lV or retriverato on 
my fist | one distributor | 
fly that they will be “strictl 
Hl 1} 
\ t Du ! | al | 
YT 
It om fo be | hake-out vear 
i company will be jockeying 
ion ith another and reeard 
f costs profits will be disregarded 
| ttempt te make things more at 
t t to the consumer. It ma 
ome levelling off in pri n 


hant also looks for 


\ ond Mic! 
ley nal dealer 


cling oft vith mar 


lling bv the wavside kiven for th 
dealer ho remain, he 1 it wall 
) nec i to ret Out and promote 
out of the st md t the cu 
nstead of sitting and tin 
+} n to a” t( t cl | 
Wi heard that bef ol l 
but from manufactu | clist 
It h cift if hen 
] } 
\ th d a th nost opt 
t edict 1 Of al h is prob 
\l j t | ( 
j | | urtail 
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rood demand. They will 
level and give 
j good dollar 

competition at the 


will Create l 
hold prices at a 
us a chance 
Vhere 


good 
to make 
will be less 


dealer level for the consumer dollar 
because a lot of the marginal, price 
cutting 


operators will be out of busi 
ness by the end of this year.” 

That statement was 
diction it sounds 


made as a pre 


THOT like 


From here 


1 pra I 


The Midwest 





By TOM F. BLACKBURN 


Why some distributors resist 
full-line pressure... The para- 
dox of room cooler price cut- 
ting . . . Getting rid of old TV 
picture tubes... Premiums still 
pull prospects 


\ new use for clectricity has been 
fXfound in chureli In a newly 


dedicated Chicago edifice, instead of 
buying a candle, one drops a coin 
into a slot and on come in clectric 
candle. It gocs out after a time, but 
the place is nearly alwa lighted up 


like a church 

Full-Line Resistance. A gentleman 
vho rides h ra group of whole 
il house tell of the 
distributo ire. having these 
Pressure is on for them to 
omplet hin 
take big 


1 oy 
ré VC 


trouble 

days 
become 
but this (1 
money to stock 


Ouse 


cv‘ ryvthing 


puts them im a place where the 
rg can be pulled out from under 
them, and they don’t believe every 
item im a manufacturer's portfolio i 
equally hot. Short margins, turnover 
cut down ft tiny 1 year bother 
them nd there is a decisive effort 
on the part of some to remain in 
dependent distributor even if it 
mcans whol ling paimt and bicvel 

Continued on page 1G 


PAGE 13 
































*Reg. U.S. Pat. Of 


Emerson + + + OVER 14,000,000 SATISFIED OWNERS... AMERICA’S BEST BUY! 
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Emerson GIVES YOU THESE PRICE LEADERS! 





oe | | * 
/ PLUS—the most profitable step-up line in the industry! i 
= 
Se 7 
90, a 
ooo 
ggago8 ¥ 
30:0 * 
aooc 
AE F 
ga0o ee 
-a6/8 io : 
agac 





MODEL 757 17” TV at $149.95* MODEL 792 21’ TV at $199.95" MODEL 708 RADIO at $14.95" 





ea ra ais 1 AAS aa ei be art hee Se Ce 
Sn ene OM he Re Uy cee a ns ARGON Sas ck ay 


A SIDE CONTROLS! 

Emerson pioneering-engineering devel- 
: oped this pace-setting, profitable tele- 
im vision exclusive...made Emerson Model 


740, with Space Saver Cabinet and All 
Screen Front, an instant sales success! 





WORLD’S SMALLEST 
PERSONAL PORTABLE! 


Another engineering “first” for Emer- 
son...the “Pocket Radio” Model 747, the 


































fastest-selling portable in the world! 
_ | EN a aa Sanna Sal SE OORT a ne Ra ST Oe ROME Oe eR eae eee 

e Merson « GIVES YOU PRE-SOLD CUSTOMERS! . 
oe 
jot 
Millions of people, many of them a4] 
in your town, are pre-sold on the a 
ma M El Emerson story week-in,week-out, Bes 
[Parent s] arise : in America’s most widely read ba 
cae 4 magazines. Many of these people Lm 
L¢ i KK are looking for, asking for Emer- Pay 
son television and radios. Be sure ae 

you are ready to sell what your " 

public wants to buy... Emerson! 














ort 








Sure, you want volume, plenty of it. But more money to make, when your cus- 
you want volume at a profit. You want tomers take Emerson. That’s why so 
Pe money in the bank at the end of the many retailers are talking Emerson, pro- 

month. And right down the line, there’s moting Emerson, and selling Emerson. 


: PROOF AGAIN. ..THAT EMERSON IS THE LINE WITH THE DEALER IN MIND! 


CM ete Rick Clie 
BuY! ' 


EMERSON RADIO @ PHONOGRAPH CORP... N.Y. 11. 8. ¥. 
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AVCO MANUFACTURING CORPORATION. American Kitchen Division, Connersville, Indiana + Cresley Division, 
Cincinnati, Ohio; Clyde, Ohio; Richmond, Indiana; Nashville, Tennessee; Carrollton, Kentucky; Batavia, Illinois « Bendix Home 
Appliances Division, Cincinnati, Ohio; Clyde, Ohio + Crosley Broadcasting Corporation (Radio Station WLW, Cincinnati, 
Ohio, and WINS, New York, and Television Stations WLW-T, Cincinnati, Ohio; WLW-C, Columbus, Ohio; WLW-D, Dayton, Ohio; 


i een 








and WLW-A, Atlanta, Georgia) + Bridgeport-Lycoming Division, Stratford, Connecticut + Lycoming-Spencer Division, 
Williamsport, Pennsylvania + New Idea Division, Cold Water, Ohio; Sandwich, Illinois + Hern Manufacturing Ce., Fort 
Dodge, lowa + Ezee Flow Division, Chicago, Illinois. 





CROSLEY TOPS HIGH-FIDELITY FIELD WITH 
SUPERB NEW AM-FM RADIO-PHONOGRAPH 


Crosley and Bendix Distributors at Convention 
Cheer Brilliant Two-Cabinet Instrument 


High fidelity is big business. It’s getting 
bigger all the time. And Crosley, for 
over 30 years a leader in electronics, 
moved decisively to the front of the high- 
fidelity field with the introduction of its 
superb new AM-FM radio-phonograph, 
the Enrico Caruso, to a convention of 
Crosley and Bendix distributors in 
Cincinnati, recently. 

“Crosley has made no compromise in 
designing a balanced, true high-fidelity 
system which will reproduce the full 
range of audible sound from highest 
treble to lowest bass. The design of 
every component was selected only 
after rigorous testing in Crosley’s Elec- 
tronics and Acoustics Research Labora- 
tories,’’ said L. F. Cramer, Avco vice 
president in charge of Crosley radio and 
television. 

Crosley uses a super-sensitive AM- 
FM tuner and preamplifier. The Enrico 
Caruso hasa 30-watt amplifier. Crosley’s 
speaker is a 15-inch coaxial-type—the 
best there is. And the Crosley speaker 
is housed in a cabinet of its own, be- 
cause sound engineers agree that true 
high fidelity cannot be achieved when 


ne > : 
Crosley’s handsome 2-cabinet high-fidelity radio-phonograph comes in four 





Sg ny 


wood finishes: bleached walnut, cordovan mahogany, colonial brown walnut, 


and silver fox oak. 


other elements share the cabinet. 
Then, Crosley features the finest of 
high-fidelity record changers: the 
Garrard, equipped by Crosley with a 
diamond and a sapphire stylus. 


Distributor response was immediate 
and enthusiastic. The first consign- 
ments have already been sold, and 
production for future consignments 
is well under way. 








Harry McCullough 


Critic Praises 
Crosley Hi-Fi 
to Sales Manager 


Irving Kolodin, music critic of the 
Saturday Review, covering the Audio 
Fair in New York, told Crosley 
General Sales Manager Harry Mc- 
Cullough that the Enrico Caruso 
challenges comparison with the best 
component combinations on the 
market. 

Mr. Kolodin describes the newest 
Crosley for his Saturday Review 
audience this way: “Utilizing one 
cabinet for pickup changer, radio 
tuner, etc., and another for the 
speaker enclosure, it puts a powerful 
endorsement on this fundamental 
audio principle. First-class sound, 
available in a variety of cabinets.”’ 

The Audio Fair, held in the Hotel 
New Yorker in mid-October, was 
the biggest in the history of the 
event. 





Tuning in 
the Dealers 


We keep records of each 

television line we carry 

We push the Crosley line 

‘ because of its low cost of 

: operation and upkeep. This 

way we make more friends 

and sell more sets. Arthur 

H. Bicknell, Trader Bicknell, 1522 Webster 
St., Alameda, California. 


My service men and I find that the 1954 
‘**Picture-Sentry”’ line of Crosley with 
its automatic tuning and well-engineered 
chassis has meant less ser- 

vice problems and nuisance 

calls than any of the 10 lines 

we carry. Alfred N. Rossi, 

General Manager, Lee's 

TV Inc., 2521 Mission St., 

Sen Francisco, California. 





Months before TV reception comes to Reno 





Crosley Dealer Sets Up Shop in Supermarket; 
Sells 15 Sets First Two Days! 


Clyde Mast, president of the Hasco 
Appliance Drive-In, Reno, Nevada, 
leased space in a large supermarket to 
expose his Crosley television and ap- 
pliance line to the steady traffic of 
women shoppers. 

“Don’t try to sell ’em anything,” 
he told his salesmen on opening morn- 
ing. “Just tell them who you are, let 
them see the line.’”’ By noon, despite 
the “no pressure”’ order, a number of 
customers had insisted on making 
deposits on Crosley products. Then 
Mr. Mast decided, “‘Now let’s see 
what we can do with a little salesman- 
ship!’ Just look at what they did: In 
the remaining day and a half of the 
opening, they sold 15 Crosley T'V sets 
—in an area where T'V reception was 
still 4 to 5 months away! And other 
Crosley products were snapped up 
with assembly-line rapidity—17 re- 
frigerators, 20 ranges, 24 other appli- 
ances, and $10,000 in kitchen cabinets! 


Mr. Mast had lined up hundreds of 
hot prospects, too. 

Returns on the arrangement were 
twofold. Mr. Mast got the steady 






Clyde Mast used 40 radio spots every day for a week and full-page local 
newspaper ads to announce his Crosley promotion. 


and the excitement created by his gala 
Crosley exhibit attracted so many 
additional women to the market that 
the owner declared he’d never seen 
business so good. 


> a 





“ON THE BEAM”’.......with CROSLEY TV 





Crosley produces own picture tubes 
to help insure flawless T 


Pictures show how 
rigid standards 
are maintained 


Since quality of reception depends on 
the picture tube, too, Crosley sees that 
every tube going into a Crosley set is 
as perfectly made as the chassis. It 
maintains its own plant for transform- 
ing glass bulbs into finished cathode 
tubes! With inspection at nearly every 
step along the way, tubes are tailor- 
made to conform to the superiority of 
other Crosley components 





3. PLAME-SEALING. After tunnel-shaped portion of 
tube has been specially coated to conduct electrons back 
to screen, electron generating gun is inserted into neck 
and flame. sealed 





1. ADDING SCREEN. Specially treated phosphorous so- 

lution is poured into picture tube. Phosphorous settles 

to form screen, and rest of solution is poured off when 
tilt table” rack revolves. 


4 } ' 
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4. TUBE EXHAUSTION. Here Crosley picture tubes 
are placed on individual pumping carts to exhaust all 
gases out of them while being baked in the huge oven 
This assures long tube life 





2. PHYSICAL EXAM. Each screen is individually in- 
spected for quality. Even the most minute imperfection in 
the finished screen is spotted over fluorescent testing 
light 


reception 


5. ASSEMBLY LINE. Picture tubes are inserted into 
chassis. During all assembly operations, Crosley main- 
tains a ratio of one inspection operator to about every 
five production workers 





Crosley custom line rates best 
for discount, features, price 


Crosley made a comprehensive study 
compared its own custom line with 
the top sets of its competitors. 
Crosley’s custom line rises head and 
shoulders above competitors. Every 
Crosley model, for instance, has a 
blond counterpart. Only Crosley offers 
that choice. And although competi- 
tivé models often have cabinets of 


plastic or metal, Crosley cabinets are 
all rich wood. 

Crosley is setting its price to give 
both dealer and distributor a bigger 
discount —and still give the consumer 
more for his money. Investigate the 
Crosley custom line. Compare it with 
other leading brands. You couldn't 
push a better line. 











“Know how he made his money?” 











How satisfied can 








Pa. dealer stages live 
TV show; sells entire 
stock of Crosley TV 


Crosley dealer Steve Jepko, of Mt. 


Carmel, Pa., made the old show- 
business cliché, ““Everybody wants to 
get into the act,”’ pay big dividends. 
When he learned that Crosley’s Mobile 
TV Unit was coming to town, he 
rounded up everybody in Mt. Carmel 
who could sing or dance (or thought 
they could); told them to get ready 
for a real “‘live’’ telecast to be staged 
in front of his store. 


Came the appointed day and, along 
with it, a flood of would-be entertain - 
ers and a townful of TV fans. Crosley 
cameras swung into action, and the 
sidewalk stage came to life. Act after 
act was telecast to hundreds of Mt. 
Carmel homes via a connection with 
the community cable service. 


Results were terrific. Enthusiasm 
generated by Mt. Carmel’s first “‘live”’ 
telecast quickly cleaned Steve Jepko 
out of Crosley TV sets. He was still 
being flooded with orders a week later. 





a customer be? 





Seems that question was answered re- 
cently by the above ad which appeared 
in the Vicksburg Evening Post. It in- 
vited hirsute readers: “See the World 
Series on a Crosley TV.” 

When Southern Wholesalers’ District 
Manager, Kermit Arthur, visited the 
barber shop to inquire what prompted 
the unsolicited plug for Crosley, pro- 
prietor George Metz gave a simple and 
welcome reply. “I have a Crosley TV 
at home and one here at the shop. I’m 
so well pleased, I just wanted people to 
know what brand of set I have.” 

Perhaps therein lies a clue to a whole 
new, untapped market for Crosley TV. 
Seen your own barber lately? 
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1022 


with your best 
sales story 


Even if the job calls for but a minor 
radio or video repair, each of our 
service men carries in his kit a small 
furniture-polishing kit. Especially on 
television receivers, a few minutes’ 
use eradicates any small scratches 
and gives the cabinet a fine finish. 

This little chore is done in the 
home and for free, and elicits a 
degree of customer satisfaction that 
has often resulted in sales to the 
customer's friends. The few minutes 
it takes to produce a gleaming finish 
are out of all proportion to the good 
‘ will that invariably follows our un- 
usual gesture 


Harry Mayover 

1501 North 6! st Street 

Philadelphia 31, Penna. 
your story to “ON THE BEAM,” 


Send .” Dept 
4 170, Crosley Div, AVCO Manufacturing 
Corp., Cincinnati 25, Ohio 
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| 
electric range 


the “mass market” line that generates 
steady sales and ready profits 














In these days of dwindling profits, Mr. Retailer . . . you'll find 
Preway a line of immediate, positive promise. Here are electric ranges 


— all with a Form O rating — that match the best of the industry in 





construction, in features, in performance. Only the Preway sales ticket 





is different ... for you can sell these merchandising beauties at gas 















range prices — tap a new “mass market” that is ready, anxious and 
eager to “go electric.” Even more, Preway profits are substantial — 


the full 40% mark-up that you need. 


When a line like this does a job like that, it’s no wonder that dealers 
everywhere have made it the fastest grow- 
ing company in major appliances. See 
Preway at the Markets — or write today 


for full 





information. 





SPACE 549A 


American 
Furniture Mart 


Chicago 





reway, sac. 


9123 Second Street, North, Wisconsin Rapids, Wisconsin 
Heretofore Known as PRENTISS WABERS PRODUCTS CO. 
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give us 5 minutes 
to prove you’ 


with 





REG. U. S. PAT. O 


F 


HOME APPLIANCES 


See the Rouble Value of the TNT. 
DOUBLE 


Thor Wringer Washers Thor Gladiron Thor “Quick as a Flash’ 
to fit every customer's need sensation of the TV Show—Big-Impact Thor Traffic-pulling Promotions 
-and income industry! National Advertising that pay off, year after year! 





THOR CORPORATION, Chicago 50, Illinois 
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Thor Automatic Washer Thor Built-in Electric Range Thor Spinner Washer 


with matching —perfect match for with matching 
Thor Automatic Clothes Dryer other Thor appliances Thor Automatic Clothes Dryer 
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Sell “Simplified Cooking” with TK MONOTUBES’ 


It is no accident that more and more electric 
ranges are being equipped with TK Monotube 
Surface Units. Nor that for three straight years, 
ranges with single-coil cooking elements have 
outsold all other types combined. 

There’s a reason for this. Namely, that home- 
makers like the added features they get with 
Monotube Units. And alert dealers have been 
quick to capitalize on this competitive advan- 


LERNO 


22 


tage. If you haven't yet done so, you have a 
pleasant surprise (and a lot of extra range 
business) ahead of you in ’54. 

Dealers also tell us that Monotubes, when 
promoted for replacement purposes, not only 
boost sales in this end of their businesses, but 
lead to many new-range sales. There may be a 
thought here for you. If you would care to learn 
more, just drop us a line! 


TUTTLE and KIFT, INC. 
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Picture Is Brighter. Summing up 
the picture, the overall sales volume 
of appliances throughout the South 
was much better in October than in 
any month since July, but it was still 
five to ten percent under last October. 

But the rains have arrived at last, 
the chilly weather is creeping in, 
Christmas isn’t too far awav, and the 
average southern dealer has perked up 
considerably. 


The Great Lakes 


By FRANK A. MUTH 
SECS PLU HRS 


TV and dryers slow . . . House- 
wares inventory too small. . . 


Records beat competition . 
Christmas prospects 


HROUGHOUT October and early 

November there were two apph 
unces that enjoyed good sales; 
and television 

A Cleveland distributor sums it up 
like this: ‘“lelevision and dryers are 
not tearing loose like they usually do; 
there is some movement, it is steady 
but too slow. Here is the twist on TV, 
we are ahead of last year primarily be- 
cause we have three times more pro- 
duction from the factory. The weather 
has to change soon, this mild weather 
can’t stay,”” he adds. ““We have a good 
inventory (not really too high) but 
when the weather does change, there 
is going to be a big rush. If it all jars 
loose the latter part of November, it 
will prevent dealers from doing their 
best job in the Christmas season.” 

Between these lines it is easy to 
see a couple of things. First, dealers 
are In proper inventory now, but with 
a heavy flood of sales as would be ex 
pected with a delayed sales period. 
they will be caught short. And the dis 
tributor won't be able to make up the 
difference on a short S.O.S. 

Second, although it can’t be counted 
on to be the biggest factor, tight credit 
has definitely made its mark. In Cleve 
land the dealers that sell to the colored 
market find about ? of their business i 
hurting 

Other wavs of producing the same 


dryers 


(Continued on page 2 
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THREE SPEED 
PERFORMANCE 
provides a speed for 


every requirement. Switch 
conveniently located. 





PORTABLE 


Weighs only 20 pounds. 
Comfortable, grip-shaped 
handle makes carrying 
ever so easy. 








HERE’S THE NEW WINDOW FAN SENSATION of the 
industry .. . designed to bring your customers a new concept 
of window fan performance. Big, powerful Fasco shaded 

pole motor develops 980 RPM and 3000 CFM in or out 
quietly, efficiently, effectively. Luxurious color styling, 
5-year guarantee, and the greatest combination of 
sales-making features ever offered makes this Fasco 2030 


the biggest window fan value possible. 


WRITE TODAY for all the facts . . . they'll amaze you! 
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20-INCH MULTI-PURPOSE 


WINDOW FAN... 


FINGER-PROOF 
GUARDS 
for the ultimate 


in safety. Guarded 
front and back. 





PANEL ADJUSTS ~~ 


from 29” to 3714" to 
fit any standard 
double hung window. 
Extra panels are 
available to increase 
single fan's use 
throughout the home, 





Motor rubber mounted to 
dampen noise, prevent 
vibration, Blades are static 
balanced. 


a8 ' 

SYP ~ bh 
mi QUIET 
| SK 








MANUALLY REVERSIBLE 


Snaps in and out of panel 
in seconds. This one fan 
performs the function of an 
intake and exhaust fan. 





VISIT Booths 229-231 


at the Housewares Show. See the newest, most complete 
fan line engineered to turn shoppers into sales! 


INDUSTRIES, INC. 


1112 Augusta St, Rochester 2, N. Y. 


»* 
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Pf from UTILITY... 4 
f “You are presenting a ; 
b wonderful service with 2 
¥ these bulletins and we want 4 
By each of our nine ’ fii 
dealer contact people to ~ 
carry it to our dealers.” ra oe 
, om 
kL... A. G. Blitz 
\ “uy, J Wisconsin Public Service 
\ Corporation 
% ; Green Bay, Wis. 
; \ y 
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@®™ from DISTRIBUTOR... é 
oo. 4 
wn, “All of these articles are 
P excellent and 
aim LapIEs’ HOME JOURNAL is 
~~ to be complimented on the 
» wonderful service you have ¥ 
; rendered the industry by “ 
A making them available.”’ 
A Harry W. Cameron: z 
? 1021 Chestnut Street 
“t, rd , Chattanooga 2, Teiiii. 
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Fi Aad 
- 
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5 from RETAILER . .. ™ 
“We think these Bulletins \. 
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a M. B. Pasch por 
é 2625 N. Third St. ( * from RETAILER... y . £ 
i Milwaukee, Wis. i "This is the finest piece 
. : ue of such information : Kc 
‘ m that I have seen.”’ ' 
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«ee 
: from UTILITY... F 
> 4 ornnd ; : Se 
‘ ‘ We believe that this — 
‘% *» series of bulletins will be 3 
a valuable to those dealers who ~~ 
t Po will take advantage of it, Sy —— 
i > and we'd like to cooperate € } % 
Sa 1 perv Sc, 2 y » 9 4 Rad 
a ‘ ‘ - in every possible way. m | P pra | / ’ 
\ y A. W. Hardin a \Y 4 
; % Mississippi Power & Light Co. & , 
_ ¢ Jackson, Miss. g 
Pe di wey 
fe Ps ~" from RETAILER... 
/a& , . 7 “Believe me, this is 
¥ a .% *. something that all appliance 
wa | I 7. fi fs hel a dealers will applaud.” ef 
* ¥ re r : 
we ag % # 7 Ray Keelan ~~ 
ee | rh 7 Keelans, Ltd. \ 
io |S” from DISTRIBUTOR... f 215 N. Christina St. 
* ‘ —~ ee . . . ‘ Y } j } 
4 ~ ‘. x We are so enthusiastic \ Sarnta, Ontario 
« : we about the success bulletin A : 
" F ‘ that we would like to secure ad f hig ft 
F six more copies to supply each wath 4 a f 
? of our District Managers.” -" YY £ att 
Sing t ‘ a ¥ 
4 - W. A. Huser 2 j/ Sy a ’ j 
i - Cannon Distributing Co. ey f ir of f 
° * 198 E. Bay Street —™ J) r gf” f 
- fe Charleston, S. C. ‘ee ff eee # 
Paha ge he, , ‘ we ‘ 7 , ae 
ss v4 wt? LAd , a 0, a 
, at a a ‘ B 3 y r yr ? 
, { an 7 Pad a, “Way, 
4 at he nln £ t Se : 
‘ dieww ee ae ~~, ¥ } Sow 
td z wt 4 ‘%.& ; Oe eT 
from UTILITY ... ; ¥ | Pe . 
"T think they are terrific. ; \ 


from DISTRIBUTOR... 
“The Lapies’ HOME JOURNAL 
success bulletins are, 
in our opinion, a most 
worthy contribution.”’ ) 
William M. Shipley 
Main Line Cleveland, Inc. 





We are sending you an 
order for ten additional 
copies for use by our ¢ 
dealer contact men.”’ 
Walter G. McKie 
Rochester Gas & Elec. Corp 
89 East Ave 


al ee ) Glia 


Rochester 4, N. Y 5005 Euclid Avenue 
, Cleveland, Ohio 
# i 
9 i, . ‘ f 
yay 
? : 
hy 


Ladies’ Home Journal’s “‘Appliance 
Store Success Bulletin’’ will be a year old in January 
—and a bouncing baby it is indeed. 


It has nine big issues to its credit— 
“success stories’”’ written by prominent 
appliance retailers, and a full report 
of the doings at the NARDA Mid-Year Meeting. 


eight 


LADIES’ HOME 
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SENT TOA 


was si ~~ uncina Pany 


You folks in the trade have snowed us 
under with kind letters about the bulletins and how 
much they’ve helped you in your own stores. 


This message is just to say thanks for all the 
compliments (some of which are quoted across the page), 
and to tell you that we’re planning bigger 

and better things for you in 1954. Keep with us! 


OURNAL 


Independence Square, Philadelphia 5, Pa. 
A Curtis Publicotion 
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This FREE 





























Profit-maker Ki 


helps you cash in on more 
OIL HEATER SALES! 


bigger and better than ever... you get 
everything you need to sell automatic 
heating — absolutely free! 


| ok a proven way to sell automatic heating 


tomers and prospects. With all this A-P profit- 


convenience to your oil space heater cus- 


packed ammunition — mailers, newspaper ads, 
radio and TV spot announcements plus point-of- 
sale displays — you get the advantages of auto- 
matic heating across fast! And that works double 


for you promotes more profitable space heat- 





er sales . .. brings new A-P accessory profits. 


Cash in on this greatest of A-P campaigns in 


¢ season RIGHT NOW. For com- 


the big selling 
plete details on this free profit powerhouse kit 
and dependable A-P controls — see your dis- 


tributor or write today. 


added comfort, 
convenience and fuel 
savings this easy way! 


COMFORT CONTROL 
DEPENDABLE (0«(20¢: 


ome 


Fits space heater equipped 
.»- for Air... Liquids with A-P oil control valve. 


-- Gases... Refrigerants Comfortable automatic 


heating by setting the dial. 


, | 
i "SJ 
i 
OILIFTER 
Ends oil handling. No spill- 
ing. No messy cans. Com- 
pletely automatic. Lifts to 
third story. 


TRAPIT 


Prevents trouble by strain- 


‘Bh dond ao 





@ Kit contains everything needed to help 
you get started bringing NEW PROFITS 
your way. Gives you all the technical data 
so you can cash 
in on the heating season NOW. 


and price lists too 











ing fuel oil. Traps impuri- 
ties and moisture. Gives 


sais years ol protection, 
ital 


2400 N. 32nd Street, Milwaukee 45, Wis 
In Canada: A-P Controls Corporation, Ltd., Cooksaville, Ont, 
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eftect as tight credit are layotts or re 
ducing the second shift at Cleveland’s 
foundries and plants. Many of the 


companies that have been running one 
shift with overtime ha rec d the 
overtime and other compat have 
dropped the expensive second shift 
One large Cleveland wire making com 


pany is operating at 60 percent of pro 
duction. Many of these changes hav 
taken place in the last 60 dar 


Effect. What does all this mean 
in regard to television or dryers? 
Plenty. The same distributor sales 
executive pointed out that Cleveland 
ers usually buy the over-$300 models 


But now they aren't. Outside of the 
Cleveland area there are sales of over 
$300. Along with the problem of labor 
slowness and its present effect on th 
market there is one big problem loom 
ing ahead. ‘The automotive parts com 
panies should be in high produ 

tion (Thompson Products, ct with 
the completion of the new car intro 


ductions. Many of the companies that 
had previously used sub-contracting on 
| 


a lot of their work will go back to sub 
contracting, but it might not take 
place until late in December or aftet 


the first of the year. When people go 
to buy I'V then, dealers won't be able 
to deliver. But the present picture 
isn’t all black. On the contrary, be 


cause even with TV slow (in Cleve 
land) at this time of the year, dis 
tributors are back ordered on some 
models, including medium Pp cd set 
blonde units, sets with some particu 


lar feature, and 24-inch set 


Different Picture. TV merchandi 
ing as experienced in Columbus and 
Canton, Ohio (where th oO aré 
having labor layoffs) report different 
pictures for their les. Canton’ 
sales are reported to be good and a 
tendency exists toward sal f higher 
priced sets, whereas Colum! is like 
Cleveland with a demand for only 
lower priced sets. Even with the 
change-over of the automoti tvles 
ind less labor demand Letroit 
dealer reports his sales about the sam 
is last year with the ng riced 


sets selling best 


Got an Answer. How many times 
have vou heard someone say, “How 
can you battle against the competi 
tion?” It can be done. ‘Take a pro- 
motion planned by a Cleveland de 
partment store during the World 
Series The fine album of Glenn 


Miller recordings released this fall was 
pushed on a Sunday afternoon in 
which the World Series was being 
broadcast on both radio and TV and 
the Cleveland Browns were battling on 
the gridiron. Yet the store went ahead 
with an afternoon show in which a 
disc jockey played all of the Miller 


bum. ‘The program ran from 1:30 
p.m. to 6 p.m. but the store only 
paid for two hours of the time. During 


Continued on pag 
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.--but YOU won’t keep it! 








POWERED BY THIS 


POSTAD «os / =a 


DEC. 5th 


(Out Dec. 2nd) 











AUTOMATIC 





EXCLUSIVE SALES-CLOSER 
HOLIDAY CARD HOLDER 


Nobody else has this new 
Xmas sales-closer. Colorful 
lighted Holiday Card Holder 
for fireplace mantel or win- 
dow. Get details from your 
Easy representative at once. 





ELECTRICAL 


a ee ee: 
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OR the first time the new Easy Spiralator Automatic is going 

to be the number one item on lots of Christmas gift lists. So, 
get set for sales action on the latest and greatest automatic of 
them all. 


2,000,000 women already know from experience that nothing 
washes clothes as thoroughly-but-gently as the Easy Spiralator with 
its exclusive roll-over action. And we’re spending a million dol- 
lars in advertising, telling women that Easy is the only automatic 
with the Spiralator. 


The new Easy Spiralator Automatic is a natural for demonstration. 
Show it in action now for extra Easy Christmas profits. Easy 
Washing Machine Corp., Syracuse 1, New York. 


I. 
ONLY AUTOMATIC WITH SPIRALATOR / |) 
Your customers can see the Spiralator works differ- J 
ently from all other washing actions. No “loafing” at 
top, no “overscrubbing” at bottom. Every piece gets q 


equal washing in a// parts of the tub. 


ONLY EASY Gives YOU ALL 3 — ALL WITH 


fea} (uid =| Spiralafor 


WASHING ACTION! 
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\ Sell the new. low-cost 
lIntercommunication 


SERIES 1100 


SERIES 1000 


itt, 


WEBSTER ELECTRIC 


leletalk 
Models 


Trop. NEW SERIES 


1100 » Teler 


P ’ } PY pa 
pia Ipa 


BELOW: NEW SERIES 1000 - Tele 


t-g 


t ne apa 


New Markets—New Profits 


w-priced Telet riks ft 


Dus 
ottice 


raelalemaleliil-t Milleh Malek a 


JU TA ae lAlL cae eliiliiltialiaelilela) 


es within modest budgets! 


iT -tel| Mailele 


omen 


WEBSTER 


RACINE 


ELECTRIC 


WISCONSIN 


ty ie Rest sibility d Fair De 


ean 


if 


om J : = a me Le ee 


Webster Electric Compeny, Dept. EM-5, Racine, Wisconsin 
Send me full information on the new Teletalk Series 1000 and 1100. 

















State 
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the program 530 albums were ordered 
and sold over the phone. The disc 
jockey, Bill Randle, and the station 
manager had both thought that 110 
albums would be a good result. But 
the calls came in so fast and heavy 
that extra trunk lines were immedi- 
ately opened. It finally had to be an- 
nounced that people could call the 
store directly from 9:30 to 12:30 (be 
fore the usual Monday opening). There 


were 110 albums sold on Monday 
alone. 
Tinsel Season. By the time vou 


read this, you'll be well into the 
Christmas season. According to re- 
ports from distributor executives, in 
ventory on electric housewares is too 
light to satisfy a good demand. Deal- 
ers in the blue grass area—Louisville, 
Lexington, Detroit, Cleveland, Colum 
bus, Canton and Cincinnati—have 
made some purchases, but only piece 
meal. They are expecting the dis- 
tributor to come to the rescue when 
demand is great. 

Here is a brief summary of what 
dealers in the following cities expect 
will sell well: Lexington—ranges; Louis- 
ville—TV (they have a new UHF sta 
tion); Detroit—clothes dryers and clock 
radios; Columbus and Covington, Ky 

dryers; Cincinnati—steam irons and 
french fryers; and in Canton, Cleve- 
land and Columbus they look for big 
sales of roasters and steam irons. Cleve 
land also adds automatic 
ings 


The Far West 


bed cover 








by HOWARD J. EMERSON 





Nobody likes normalcy . . 
Dealers look for January white 
sales .. . Housewares will enjoy 
a merry Christmas . . . Color 
hurts big-screen TV 


OR all businessmen there seems 

to be no condition more mentally 
aggravating than ‘normal’. Such a 
condition provides little if any chance 
to let off steam by griping about 
what’s wrong or raving about what’s 
right. And any serious analysis of the 
appliance-TV business in the Far 
West for October and early Novem- 
ber shows that business is quite nor- 
mal. While sales of white goods 
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average a bit higher than for the 
same period of 1952, rising costs have 
brought profits back to the ’52 level. 
And, while TV volume in the estab- 
lished markets is off a few percent 
this fall, the combination of a more 
stable price structure with generally 
higher margins, has enabled most 
dealers to hold profits to the 1952 
level. 


Employment Up, Par Down. Deal- 
ers out here who could show that 
their business did not measure up to 
“normal” could find few clues in sta- 
tistics for the reason. During Septem 
ber and October employment in Cali 
fornia reached an all-time high of 
5,151,000. In the Mountain States, 
employment was running about | per- 
cent below the 1952 level. For the 
Pacific Coast states as a whole, em 
ployment was 5 percent above the 
1952 level. And it will surprise many 
who felt that the Coast would suffer 
serious employment setbacks when the 
Korean incident affected aircraft pro 
duction, to know that employment 
has increased in aircraft factories since 
the “truce.” 


If there is any relation between 
appliance-I'V sales and statistics, it 
would be in the take-home pay of 
factory workers. For the first time in 


32 months earnings figures for Cali 
fornia manufacturing show a drop be- 
low an average of 40 hours per week. 
Most experts consider this factor to 


be the most significant in relation to 
durable goods sales. It is, sav the 
bankers, a major reason for getting 


strict on granting time payment con 
tracts. Too many families, it 
figure their ability to handle a 
monthly payment from the over-time 
pay being received. 


seems, 


Little Liquidation. How the busi 
ness out looks for the balance 
of the year, is seen by one of the top 


here 


distributors in the Far West who 
wrote to his dealers the following 
“We can conclude now that there 


will be a minimum of inventory liqui 
dation on major appliances during 
the rest of 1953. The specials that 
will be offered in the market will be 


of two types: 1. Those designed by 
the manufacturers to feel out price 


brackets; 2. 
sary 


Those spot offers neces 
locally heavy inventory 

“We can anticipate a drop in total 
appliance sales in units of 6 to 8 per- 
cent, and probably a price adjustment 
downward that will be equivalent to 
4 to 6 percent. Taken together, the 
indications are that appliance volume 
at retail will be off 8 to 10 percent 
in 1954 compared to 1953. In addi 
tion, there will be shifts—for 
instance, total refrigerator business 
will continue to drop and total laun- 
dry business will continue to in- 
crease.” 


to move 


some 


January White Sales. Next vear’s 
selling began early in November when 
distributors’ salesmen started their 
rounds of key dealers to discuss car- 
load sales of 1953 refrigerators for 
special January sales. However, this 

(Continued on page 30) 
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Model C-690 


For sit-down or stand-up 
ironing adjusts at the flick 
of a finger! 


THE SENSATIONALLY NEW 


MET-L:TO 


IRONING TABLE 


id wade to soll | 


Feature for feature, there is no finer ironing table on 
the market than the all-new MET-L-TOP—nor is there any 
table with more sell-on-sight sales appeal. 
Stock MET-L-TOP! Display MET-L-TOP! 
You'll sell more MET-L-TOP Ironing Tables than ever before! 


MORE BEAUTY! MORE STRENGTH ! 


MET-L-TOP now offers dazzling eye appeal— 
glamorous new colors and design—with a 
chartreuse top, dark green legs and chrome feet. 
PLUS the famous MET-L-TOP double top 
and other exceptional construction features 
that assure utmost strength and lifetime durability! 


MORE ROOM FOR KNEES AMD LEGS! 


Now there is loads of leg and knee room 
under the new MET-L-TOP—no more 
side-saddle straddling when you iron sitting 

down. The new MET-L-TOP ‘“‘floats”’ 
over the lap—for complete 
comfort and effortless ironing. 


a em e é | 
F Guarosved by @ 
Good Housekeeping 
” toy * 


At ALL-METAL IRON 


G.Psk 
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normal method of inventory clearanc« 
came this vear without evidence of 
panic—nothing like the last two yea 
ends. It seemed likely out here that 
distributors would have little troubl« 
unloading the 1953 merchandise, be- 
cause many ot the big dealers ar 
looking forward to these January 
sales—as long as they can buy at thx 
right price. Such a sale enables them 
to offer outlandish trade-in allow 
ances, the only thing they feel will 
separate many householders from an 
old but working refrigerator, Onc 
dealer, who sold 11 refrigerators in 
January, 1952 without a special pro 
motion, jumped his refrigerator sale 
to 46 units in January 1953 by heav 
promotion of “‘last year’s models at 
tremendous savings.” 







Xmas Boom For Housewares. As 
dealers on the West Coast got their 
Christmas promotions underway, it 
seemed that much more attention 
than usual is being given to electri 
housewares. Many factors influenc 
this: (1) A quite stable price situation 
that has put most appliance dealers 
back into the electric housewares bus: 
ness at a good profit; (2) A realization 
that a Christmas display of washers, 
refrigerators and ranges wrapped in 
cellophane and red ribbons may be 
prettv, but do little to build Decem- 
ber volume; (3) Many families, caught 
in the credit situation and unable to 
take on another major appliance, can 
handle under-$50 items 


. 
these men is a 
ist Imperialist” 


ee 


Too Many Big Screens. Most in 
teresting television item out here 
the situation in 24- and 27-inch screen 
sizes. At a time of the year when no 
one who is anyone ever dumps ‘T\ 
distributors are trying everything to 
get dealers to take more of these ver 
big screen sizes. Mostly they’re giving 
deals that are out of this world—en 

ibling anv dealer to give at least a 
ee $200 trade-in allowance and still make 
his full mark up 
all of them are here to stop you before you turn the page But the dealers are having little to 
do with it. They're too busy keeping 
17- and 21-inch sets in stock in the 
lowest priced models which the pub 
lic wants and is buying. The public 
here is having little to do with big 
ticket T'V until it can get sets that 
glow in all the colors promised. Onc 
dealer explained whv he is not taking 
more than a token display of expensive 
screen sets: “I’m selling top brand, 
but lowest priced models, in 21-inch 
size, to many old and new customers 
who have either the cash or the 
credit to buv $600 to $800 mer 
chandise. They tell me that when 
color comes they'll have to pay plenty 
, ifor a set and thev don’t want tor 
PARADE .. . The Sunday Magazine section of 43 fine newspapers in 43 major markets ... with more than 13 million constant readers. §=much sunk into a black and white 
They know that the 21-inch set can 
always be used as a second set.” Thi 
dealer, serving what is usually r¢ 
ferred to as an upper class, suburban 
home area, is having his_ troubles 
getting enough low priced 21- and 
17 inch sets End 





These five pairs of icy Russian eyes, illustrated a typical 
story in PARADE, the Sunday Picture Magazine. 

More than 11 million people stopped when they saw this 
picture ... just as you have now. 

These people live up and down every street in the 43 key 
markets where Parade is known as the “brightest part of the 
Sunday newspaper.” 

They make PARADE the best read publication in print. 
And they give advertisers more than twice as many readers 
per dollar of ad cost as any of the big weekday magazines. 

That’s why PARADE’s impact on Sunday makes sales 
Monday through Saturday. 


*Second from top— Beria—now out of the lodge! The others, top to bottom, 
are Malenkov, Molotov, Bulganin, Kaganovich. 
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extra value for your products... 


PACKARD 
ELECTRIC MOTORS 





for: 
BENCH TOOLS * BLOWERS * COMPRESSORS ° DRYERS 


When your product is powered with a Packard Klectric 
motor, its performance and reliability make it a salesman 


that never stops selling for you. 


Packard Electrie’s tremendous facilities for volume 
production make it possible for you to put these “silent 
salesmen” to work for your motor-powered products at a 
surprisingly low cost. Why not get all the facts now, 


from Packard engineers? 


DEPENDABLE APPLIANCE MOTORS FOR THIRTY-SIX YEARS 


Packard Electric Division 
General Motors Corporation 
Warren, Ohio 





REG.U.S. PAT. OFF 
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WE'LL SEE you 
r Market Jan. 4-15 


Chicago Winte 
urniture Mart 


Space 503-American F 


1228 -Morrison Hotel Jan. 4-8 


Room 





EXCLUSIVE 


--»- LAUNDRY QUEEN 
MODERN HI-VANE 
AGITATOR 


EXCLUSIVE 
eee FULL-ARC 
WASHING ACTION 
EXCLUSIVE 
++» SPRAY-A-WAY 
RINSING 
EXCLUSIVE 


«+» UNI-MATIC SINGLE 
DIAL CONTROL 


K 


THIS EXCLUSIVE LAUNDRY QUEEN 


ENGINEERING ACHIEVEMENT 
OVERCOMES THE VIBRATION 





BARRIER IN HOME AUTOMATIC 
WASHING MACHINES 














st 
The Greatest 
\Vejeyseroens 
Washer Develop’ 


Prior to th phenomes il Laundry Queen discovery vibration was tl tumbling block to 
“ae 

Completely itistactory automat washing machines ele 

High speed tub RPM during drying cycle had to be reduced below efficient operation O . 

: . :  _l 

to avoid necessity of floor bole down to end harmful vibratios damage to entire mechanism | I troduction 

lo overcome these condition Laundry Queen research and engineering developed Since jake 110 
HY DRO-POISE* —a basic hydraulic power balance—that inherently eliminates vibration aS 


d clothes distribution during higher speed spin drvit 


akes possible simplified construction thro raya Modern 
— 


regardless of unbalance 
HY DRO-POISE* m 
which means the tremendous sales advantage of service-fre¢ performance. Laundry 


Automatic is a better designed washer that does a better, more efficient automatic was! mie hi 
¥es—HYDRO-POISE* is the most significant washer development since the introduction of A itator Was In 
; é el 
it marks a new day in the entire automatic wa f A’ el 
] 


modern agilator washing } 
a washing machine dealet 


If you are a washing machine distributor 
that you get complet details of LAUNDRY QUEEN HYDRO-POISE*. The « 


LAUNDRY QUEEN HYDRO-POISE* FRANCHISE can otter you the money-making 
opportunity of a lifetime. It is still available in some areas. Send tl coupon TODAY WIRE, PHONE OR TODAY! 
MAIL THIS COUPON % 


for full details. whe 
‘ Sy 
/Saundy COM COMPLETE Lene ff [AUTOMATIC WASHER COMPANY, DEPT. EM-1 : 
. § Newton, lowa 


(S} AUTOMATIC DRYER a t Send details of Exclusive Laundry Queen HYDRO-POISE* Franchise. 
Canes Gas & Electric Models f. 
. or | 
ff 
+ 


it JS ¢ entia 

















AUTOMATIC IRONER 
Table Top Mode 


4 
B Name 
' 


—— 





| ' 
eo 1 ADDRESS = 
\¢ f 
8 cry____ —— ee 
MODEL 553 moot, 233 MODEL 153 moot 383 he oe 
Thermo Seo Outstanding gle Cont 
Tub A Super Valve E my Washe Wringe 
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ECONOMIC CURRENTS 





Harder Selling Coming Up 


By the McGraw-Hill Dept. of Economics 


HE latest business news indicates 

harder selling for appliance deal- 
ers in the next few months—and 
maybe the whole next year. The trend 
in general business is still downward. 
l‘otal economic activity in the third 
quarter was a little below the level of 
the second quarter. And all the signs 
available point to another drop in this 
quarter. 

Industrial production is leading the 
drop in business . Earlier this year, 
production was above the 240 mark on 
the commonly used Federal Reserve 


Board index. Recently it’s been in 
the low 230’s—and now it’s moving 


toward the 220’s. A temporary cut in 
automobile production has had a lot 
to do with the latest drop. This will 


be made up when auto manufacturers 


increase production on 1954 models 
early next vear. But declining demand 


for many products is expected to keep 
the overall production index down for 
1 longer period. For instance, defense 
spending is falling. So is construction. 
And so is industry’s investment in new 
plant and equipment. Together, these 
ire the most important producers of 
income in the economy of recent 
vears 
Appliance sales have staved high be- 
iuse Consumers’ income has held up 
well in the face of these cuts in pro 


duction. Personal income dropped in 
Septem! but only a little—whereas 
industrial production has been declin- 
ing gradually ever since last March. 
Incomes have been held up by good 
busin¢ n fields outside manufac 
turing and mining—in retail trade and 
ervice Activity in these areas has 
run ahead of 1952 during most 
months of the vear. But in recent 
month tail les have been sliding 
back to about the same level as last 
vear. Retailers who had been count- 
ng on the “biggest Christmas ever” 
ire beginning to wonder if they will 
get th vish. If they do, it’s likely to 


be bi bare margin, rather than by 
the healthy margin over last year that 
was customary for sales in 
months of this year. 


earlier 


HOW FAR DOWNHILL? 


Views on the near-future course of 
business varv widely. Just about every- 
one expects the current drop-off to 
continue for a few more months. But 
after that, the experts begin to dis 
agree. One point of view says that this 
is just a temperary drop to get rid of 
inventori Inventory, especially of 
metals and durables, expanded greatly 
over the past vear. It might take three 
to six more months to get industry back 
in a situation where inventories need 
to be rebuilt. Then, according to this 
school, business will resume its long 
upswing. The consumer is counted on 
as a major help in the process of 
starting the next upturn in business. 
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There are signs that consumers think 
that next year will be a good time 
to go out and buy goods. Consumers 
think prices are reasonable, and they 
feel well-heeled enough to spend some 
money. Furthermore, the drop in in 
come taxes next year will give them 
more money to spend. 

Those who expect a longer decline 
will admit that the consumer may 
continue to buy, even though his in- 
come goes down a little. But they 
point to the lower level of activity ex- 
pected in construction, defense busi 
ness and industrial investment as 
showing that the drop in incomes 
may be more than many people ex- 
pected. And they point out that con 
sumer credit, which has _ financed 
many recent purchases of appliances 
and automobiles, is no longer increas 
ing at its earlier pell-mell rate. This 
may indicate that consumer debt has 
reached the point where it is a real 
burden. And certainly any determined 
effort by consumers to reduce their 
debt would put a bad hole in sales of 
goods customarily financed by credit. 


NEW CLIMATE IN 1954 


There’s something to be said for 
both these points of view. But the 
main point for appliance dealers is 
clear no matter which style of business 
outlook comes true. This point is that 
business next vear will be operating 
in a different kind of economic situa 
tion from that of the past few vears 


Since 1950, the economy has been 
getting a vigorous push from con 
stantly increasing defense expendi 


tures by the government and rapid) 
increasing spending by industry for 
new plant and equipment. Defense 
spending increased steadily from only 
about $18.5 billion in 1950 to $51 bil 
lion in 1953. Industry’s capital-invest 
ment increased from $20.6 in 1950 to 
about $27.8 billion in 1953. 

Barring a war or another such ex 
treme change in the world, neither of 
these major sources of business activity 
will grow at this rate next vear. Right 
now, they are both declining slow] 
Prospects for 1954 are that they will 
continue to decline slowly. And this 
switch—from a rapid expansion to a 
slow decline—is bound to make it 
tougher to sell goods to the people 
who work in defense and capital 
equipment industries, plus all the in 
dustries that supply them with ma 
teriais and equipment. Add construc 
tion—which is also declining slowly 
and the effect will be felt by a very 
large portion of the workers in in- 
dustry. 

These declines do not necessarily 
mean lower incomes for all American 
workers. But they are sure to mean 
less overtime for many workers—and 
overtime has been buying a lot of ap 

(Continued on page 38) 
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COMPANION MODEL 


Chicago Winter Market Jan. 4-15 
\ 


Space 503-American Furniture Mart 
Room 1228-Morrison Hotel Jan. 4-8 
; 


Fully Auitmati 


WITH 


Hyde Rine 


The 
NEW 
STANDARD 


OF 
EXCELLENCE 


IN THE 


POPULAR 
PRICE 
CLASS 



















A TERRIFIC VALUE! 
A TERRIFIC WASHER! 
A TERRIFIC SELLER! 














AUTOMATIC WASHER CO. ¢ NEWTON, IOWA 


An independent manufacturer of America’s 
highest quality home laundry equipment. 
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If you want extra sales from every dollar of 


THE TRIBUNE GETS 





Ww" pO manufacturers and distributors in your industry year 
after year place more of their advertising investment in the 
Chicago ‘Tribune than in all other Chicago newspapers combined? 
The answer is plain: No other newspaper—no other medium 
produces buying action in Chicago with the power of the Tribune. 

‘Tribune readers are the people who buy the bulk of the hardlines 
merchandise sold in the Chicago market. They represent hundreds 
of thousands more families than can be reached thru other Chicago 
newspapers. They are the people your dealers recognize as Chi 
cago’s most important audience of prospects. 


THAT NO OTHER 


gram is based on a Tribune consumer-franchise plan. 

Designed individually for your product and your particular 
market situation, a consumer-franchise plan steps up the efficiency 
of every dollar of your Chicago advertising investment. It gives 
you the benefit of actual selling experience in Chicago, pays off in 
increased consumer preference, better retail support and a stronger 
market position. 

A Tribune representative who has helped other manufacturers 
make profitable use of the plan will be glad to supply complete 


details. Call him today. 


The medium they buy from 





Consider how the unique sales personality of the daily newspaper 
fiis in with your advertising objectives. More than any other 








aye roy More than all others combined! 

medium, the newspaper is shopped for buying ideas by people who 

are ready to buy. 
pa , : : - Percentage of total expenditure of 
Ihe newspaper offers attractions for all of your prospects. They 

can read it, study it, refer to it at their convenience. And because it 


delivers greater immediate impact on consumers, the newspaper 


general advertisers of housing 
equipment and supplies and radio 
is more effective in helping you get the active support of retailers. and television sets in each 
As the newspaper that more Chicago people read and buy from, Chicago newspaper. 


First 9 months, 1953 


the Tribune delivers selling power in this market that no other 
medium can match. Manufacturers and distributors of housing 
equipment and supplies and radio and television sets place in the 
Tribune four times as much of their promotion funds as they place 
in the second Chicago newspaper. 


64.4% 14.7% 12.1% 8.8% 


More efficient advertising dollars 


Chicago Tribune Chicago Paper B Chicago Paper C Chicago Paper D 





You use the Tribune with greatest effectiveness when your pro- 


Chicago Tribune 


THE WORLD'S 








GREATEST NEWSPAPER 


Chicago New York City Detroit San Francisco Los Angeles 
ADVERTISING SALES A. W. Dreier E. P. Struhsacker W. E. Bates Fitzpatrick & Chamberlin Fitzpatrick & Chamberlin 
1333 Tribune Tower 220 €. 42nd St Penobscot Bidg 155 Montgomery St 1127 Wilshire Bivd. 
REPRESENTATIVES SUperior 7-0100 MUrray Hill 2-3033 WOodward 2-8422 GArfield 1-7946 Michigan 0259 


MEMBER; FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC 


YOU OWN 
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DECEMBER, 1953—ELECTRICAL MERCHANDISING 








your Chicago promotion budget, remember— 


ACTION IN 


CHICAGO 


MEDIUM CAN MATCH! 








Four reasons why your advertising in the Tribune sells more 











i) THE NEW XXX TELE vison 
} Dem Susten, 4 ~ t 
} ATT ha 


















YOU REACH more prospects thru the me- 


dium peopl 


YOU GET better support from your Chi 
cago dealers because they are accustomed 
to cashing in on the Tribune’s power to 
move consumers. 


“The Chicago Tribune has delivered 
the consumer preference we need” 


says PERRY WINOKUR 
General Sales Manager 
Amana-Chicago Corporation 
CHICAGO, ILLINOIS 


shop most for ready-to-use 
buying ideas because it gives them the 


most offers to consider. 


When the 


utor jor 


Amana-Chicago Corp., Chicage distrib- 

Amana freezers and refrigerators, was 
formed, its advertising objective was described by 
Perry Winokur, general sales mgr., as follou 8: 

“Our aim was a program that would bring 
consumer and retailer together and enable our 
salesmen to tell the dealer, ‘We do not want to sell 
to you, but through you.’ ”’ 

Of several media used, Mr. Winokur reports, ‘““Our most productive medi- 
um was newspapers. And our greatest response was produced by the Chicago 
Tribune. Constant use of the Tribune’s Selective Area plan has enabled us 
to build...a strong dealer organization and a steady flow of freezer sales that 
is second to none. 

“In my opinion, the Chicago Tribune is the medium that has delivered the 
consumer preference we need for today’s competitive selling conditions.” 


























YOU SELL Chicago’s largest, most respon- 
sive audience--the people who buy the 
bulk of the appliances and other hardlines 
merchandise sold here. 


YOU GET greater selling support from 
dealers who know that consistent adver 
tising in the Tribune means faster turn 
over and greater profits for them, 


Selective Area application of Tribune 
consumer-franchise plan attracts over 
$2,500,000.00 in cooperative advertising! 


One application of the consumer-franchise plan used extensively by 
appliance, radio and television manufacturers is the Tribune’s unique 
Selective Area feature. 

A relatively new idea in cooperative advertising, the Selective Area 
program already has attracted well over $2,500,000.00 in advertising 
expenditures from dealers, distributors and manufacturers. 

Selective Area makes cooperative advertising more effective by giving 
each participating dealer virtually the full benefit of the advertising in 
his immediate area of operation. Your ad lists a different group of 
dealers, widely separated geographically, in each of the five Sunday 
Tribune neighborhood zones. 

The dealer reaches his best prospects at a cost as low as ten or fifteen 
dollars for a full page ad. He gets results he can see and understand 
And as a result, he gives your line more attention, better support. 

Scores of case histories available to you on request make plain that 
Chicago dealers are sold on Selective Area advertising in the Tribune. 
You can use it on Sundays or Thursdays. Ask a Tribune representative 
for details. 


. . - WHEN YOU BUILD IT WITH ADVERTISING IN THE CHICAGO TRIBUNE! 
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a 


A UTAH DEALER TELLS WHY HE SELLS 
| CALORIC G ances ano prvers 
























Vfl 
a Se ed 


“The Industry’s top advertiser now adds Yuck. Voor ihe 
the Dione Lucas TV Show for bigger, faster sales” 





2010 S. State St.—Salt Lake City, Utah 


For eight straight years, Caloric has outspent the Fifty-two warehouses .. . located throughout the 
gas range field in national advertising by a tre- country assure faster delivery, speedier service, no 
mendous margin to help dealers sell more and parts problem, and minimum inventory for maxi- 
* < eee 
. . mum sales. 
sell ’em easier. Now, the weekly Dione Lucas Gas 
Cooking TV Show for half an hour in many mar- Financing . . . Caloric assists dealers with an 
. . -liberal floor , 
kets adds a most important local “plus” to Caloric extra-liberal floor plan 
advertising and dealer selling. Dynamic merchandising program... a hard hit- 
And, of course, you have these other Caloric advantages: ting merchandising and point of sale program makes 


the most of Caloric features. 
One price policy ... always the same for every dealer. 


The name of Caloric . . . the brand name house- 


Make sure you sell Caloric Gas ranges and dryers. wives know for modern, matchless cooking. 
For complete information, check your Caloric representative. 


' CALORIC STOVE CORPORATION, TOPTON, PA. 
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Burton browne advertising 





ser Fifty million people will see REGENCY in Lire, House 
Ley P 





Beautirut, House ano Garpen, ATLANTIC MonrtTHLy, 
Saturpbay Review and on Nation-Wide Television! 


oH “Ue They'll be asking YOU for REGENCY ... Don't 


disappoint them! Sell them! 


constant up and down! 
viewing on the run! 





REGENCY DOES AWAY WITH “JACK-IN-THE-BOX” 
TELEVIEWING WITH A UNIVERSAL 


TV REMOTE CONTROL For 20,000,000 sETS! 


A NEW PRINCIPLE tn Remote Controt Devices! 


¢ It works on as much as 100 feet of cable 
(permits running cable around room periphery)! 
Changes channels! 

¢ Sharpens Contrast! 

¢ Brightens the picture! 

¢ Controls volume! 


e Adjusts the picture from where it is seen! 


MODEL RT-700 
$69.95 LIST 





- 


rz DIVISION oF LD. E.A., INC. Makers of VHF Boosters, FM Boosters, UHF Converters, Profes- 
sional High Fidelity Equipment and Television Remote Control. 











cerry 


* 4 
bani, St EEL 


ee 


Big fan Orders 


opt 
agit 
cnn gis 

° ast rw 

0 Hr atk 

« co yo 

o Wi 

. ques 


Here’s Why Al Alperstein 


highly competitive picture perfectly. 
The styling, electrical reversibility 
push button controls, low price and 
other features fit together to make it 


one of the best fans we've seen for 





mass market selling 


Mt. Vernon . termined to beat ow 
be mark on Viking Fans in 1954. With these 


Electric Supply’s Ken Greene 


Advertisins 


4 
> 
> 





Se 


: 7 
N\ See 
=" AIR CONDITIONING CoRP 


5601 Walworth, Cleveland 2, O Viking “955 Viking 





Window Fan Room Air Conditioner 
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of Malco Wholesalers, Inc. Bought 1000 Fans 


“In Washington, D. C., our home ground, there’s a big fan market but it’s 


Order Now! 


in 4 days 9 





terrifically competitive. To have big fan volume a distributor has to offer a 


fan that dealers recognize will be easy to sell. This new Viking “955” fits this 


Don't Be Disappointed . . . 





“Our section of Illinois is made up of 
small towns but Viking Fans gave us 


big city volume here in 1953. We're de- 


$120,000 volume 


new Fan Features and Viking Co-op 


Support well reach our 


Viking 
Attic Fans 


Arid-Zone 


DECEMBER, 


goal. This 3-D Sales Presentation Viking 
is offering makes our selling job simple 
and the dealer's buying job a pleasure. 


lll be back for more, I’m sure. 


See Your Viking Jobber Today! 


Dehumidifier 


Economic Currents 
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pliances. ‘They also mean that unem- 
ployment, which has been hovering 
down around its postwar low point for 
months, is likely to rise substantially. 
And it will probably be harder to sell 
goods to a man who has just seen a 
friend lose a job and is a little worried 
himself than to a man who feels se 
cure in the job he has. 


INCREASING COMPETITION 


Tax cuts will offset some of the loss 
in incomes. ‘The tax cut set for Janu 
ary 1 amounts to about $3 billion for 
individuals. Part of this will go right 
back to the government in the form of 
higher social security collections. But 
there is a good chance that Congress 


will cancel the scheduled increase in 
social security taxes as soon as it con 
venes next year. Later, there may be 


BB BBB BEB BEDE DDD DDD DDI 


Some appliance dealers spend 
thousands making their showrooms 
look inviting to the public—then 
fail to repair a front door that 
sticks! 


OB BBD DD DDD DD DDD DD DD 


some minor additional tax improve 
ments. And there is already lot of 
talk in Washington to the effect that 
the Administration may abandon it 
opposition to further cuts in the in 
dividual income tax. Part of this talk 
results from the Republican setbacks 
in this fall’s elections. But part of it 
also comes from fear that the nation 
may be in for a recession 

All in all, it looks as if 1954 will 
be a year of increasing competition in 
almost all fields of business, regardless 
of how the tax questions are settled in 
Washington. Business has been get 
ting increasingly competitive for som¢ 


time—as no one knows better than 
dealers in electrical appliance Auto 
mobiles have felt the competitive 


battle, too. And the prospect of lowe 


income levels in the near future just 


about guarantees that dealers will have 
to go in for even harder selling if they 
want to maintain sak in ¢ neal 
future End 





wet 


“| GUESS WE'RE ABOUT AS READY AS WE 
EVER WILL BE—MISS MARLIN. LET'S HAVE 
THE FIGURES FOR 1953 
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Du Mont WARREN 


Contemporary table model finished in 

mahogany or limed oak, 21-inch big- ake é 
screen picture on Du Mont Selfocus* den : 

tube. Provision for UHF. Caster-equipped : 

base available at slight extra cost. 












in sales this year 
With : 
COMPLETE COMPARISO 


} Selling Features! 


@ Year's Strongest Selling Message! Du Mont invites 
Complete Comparison with every make, at every 
point, in every set, at every price! A sure-fire store’ 
traffic builder—this year or any year! 





@ Powerful National Advertising—Across The 
Calendar — in top magazines and newspapers 
...0n television and radio! 


@ Today's Greatest Sales Features! 82-channel 
tuning optional... finest UHF-VHF reception, ..unsur- 
passed clear-picture power... truest tone... more 
quality controls... thriftier ownership! All these plus 
many more in Du Mont Television! 


Month by month, Du Mont sales have pushed upward, and now 
promise the greatest Christmas season volume in Du Mont history! 
As always, Du Mont brings its dealers the finest television on the 
market... with features that sell... prices that are right for 
every customer ...and more attractive dealer discounts! Du Mont 
dealers can look to a bigger year ahead—to bigger profits 
every year—with Du Mont Television! 


Optional Du Mont 82-Channel Tuning 


Du Mont de Luxe 
SHEFFIELD 


21-inch DuMont Selfocus® ube. Trad —Most Sensitive in Television— 
tional console in mahogany or limed . 

oak finish. Built-in antenna. Provisio fi | f UHF-VHF A 

eat _ it-in antens rovision ea or reas 





AGAIN...THE SELECTIVE DU MONT DEALER FRANCHISE IS MORE VALUABLE THAN EVER! 


Write. wire or phone your Du Mont Distributor for full details, or write to: Allen B. Du Mont Laboratories, Inc., Television Receiver Division, East Paterson, Neu Jersey. 
Canadian Affiliate: Canadian Aviation Electronics, Ltd., Du Mont Television Division, Montreal, Canada, 


pUMON 49” 
All your customers can afford . from’ [FY 


QUALITY TELEVISION 


~ 





(for 17” table model, not illustrated) 


le fuil-ve ir picture tube Warranty, Federal Excise Tax. Prices slightly higher in the South and West and subject to change. *7Trade Mark 
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THE 


best-buying families! 
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merica MAGAZINE 


BRINGS THIS 
Heeplree@Ze curistMas MESSAGE 


to 2,600,000 


I, brilliant full color, this Deepfreeze 
advertisement will appear on the back cover of 
the December issue of The American Magazine. 

Deepfreeze has again selected The American 
Magazine because of its great and powerful fam- 
ily readership. Deepfreeze Home Appliances 
are pioneers of the modern home freezer, now 
selling in multiplying millions to the up-to-date 
American household. They will find a perfect 
audience among families of substantial buying 
power reached by The American Magazine. 

10,230,000 family members read this maga- 


zine with confidence. 


Each month The American Magazine 





THE GIFT YOULL ALWAYS ENJOY OPENING! 


New Deluxe Upnight 


Doepyreoge Home Freopon 


Deepfreeze Home Appliances 7 





Eas 


eT Te se ee 


TTT ree. ee TO ee 








This advertisement appears in full color on the back 
cover of the American Magazine for December. 


reaches 10,230,000 readers 
.-- for 40,920,000 reading sessions 
... and for 30,349,000 hours 


DECEMBER, 1953—ELECTRICAL MERCHANDISING 












“on ne cenrina dew VERON 


DEEPFREEZE HOME FREEZER 


Newest addition to the 
world’s most complete 
line of home freezers! 


BDeepireeze | 


Model CU-115—capactty 12. w. ft. 
HOLDS MORE THAN 420 LBS. 


s! 
TED FROZEN FOOD 

OF ae rou 
wt * The 








ataaijdsag 


ONLY DEEPF 
The “freezer-Shelf Doo sed 

; Basket”! * Color Sty 

is ezer vel 

papi Kitchen Design! * ego 

m 

Quiet Operation! x The ee signe 

he Freezer that are easies 

the 











=———._ Chest-Type 
~| Deepfreeze 
Home Freezers 


Ps) have revolutionized 


Deepfreeze “packaged” promotions COMPLETE PACKAGE PROMOTION! \ Ee: homemaking for 


have gone over big with dealers all thousands of women. They are 
over the U.S.A.—but this new Christ- ; 
mas promotion tops ’em all for news * 4-Color Ad in American Magazine! the pioneer home freezers, and are far ahead 
value and appeal! 

The newspaper ad, banner and 
radio spots are for your own local 
campaign. The beautiful back cover 


December issue—back cover, featuring this new model! of the field in every way because of the in- 
comparable experience behind them. The 


i ' 
* Tie-in Newspaper Ads for Dealers! Deepfreeze Home Freezer line is now, as al- 


' pee a , 
of American Magazine, and the Hard-hitting 600-line ads are ready for you to run! ways, the world’s most complete, The new 
Gabriel Heatter program coast-to- . kad 

te ’ deluxe upright model has all the qualities of 
coast, give you a powerful national * Radio “Spot” Announcements! prig q 
campaign to tie in with! Run them on your local station with your signature! the famous chest-type models, which are made 


Product-wise and promoton-wise, 
Deepfreeze is the hottest name in the 


; - ; * Gabriel Heatter Coast-to-Coast! 
appliance business today. you're . ony, . 
a Deepfreeze dealer, you know the 530 Mutual stations every Thursday, 7:30-7:45 E.S.T.! 
effectiveness of Deepfreeze promo- 
tions. If you’re not, see your * Colorful Window Banner! 

Deepfreeze Distributor today! Large 59” x 20” 3-color banner! 


Deepfreeze Home Appliances 


Remember, only genuine Deepfreeze Home Freezers, Refrigerators, Electric Ranges 
and Water Heaters may bear our registered trade name “Deepfreeze.” They are made only by 
Deepfreeze Home Appliances, North Chicago, Illinois. ©1953 


in 7, 13, 17 and 23 cu. ft. capacities. 


{ &M-1253 

| Deepfreeze Home Appliances 

| North Chicago, Illinois 

; Yes, I am interested in Deepfreeze, the specialist 
in the home freezer and refrigeration field. Send 
| me the whole story at once. 

H 

| 

' 


Name 


Address 


City ceiivctcisentitetitianaitniiinaticicannl State 
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BE SURE TO 
ENTER THE 
CQS CONTEST 


If you are using the CBS-Hytron Certified 


Quality Service Kit, you are eligible to enter 
You simply tell in 25 words or I why you 
like the COS Plan. As an eligible entrant, 
you get a famous CLS-Hytron Soldering 
Aid free. And you have a chance to win one 


of these 10 BIG prize 


FIRST PRIZE: 


FORD PANEL TRUCK 


Second Prize: $1000 in Savings Bonds 
Third Prize: 600 in Savings Bonds 


Fourth Prize: 500 in Savings Bonds 
Fifth Prize: 400 in Savings Bonds 
Sixth Prize: 300 in Savings Bonds 
Seventh Prize: 200 in Savings Bonds 
Eighth Prize: 100 in Savings Bonds 


Ninth Prize: 
Tenth Prize: 


50 in Savings Bonds 
25 in Savings Bonds 


Remember our CBS-Hytron distributor 

ilesma " win other big prize He 
sure to write | me, too, on vour Conte 

entry. Entry t , ie availiable im your 
COS f { ur CBS-H d 

trit w. | t the « g date, Dec. | 

1% 























PROVE to your customer he can put his confidence in you. 
Lay all the facts before him. Hand him this Certified Quality 
Service Tag. The Tag he has been reading about in LIFE-POST ads 
sponsored for you by CBS-Hytron. The same ads (and there'll be more) that are 
prompting him to ask where he can find you, his Certified Quality Service dealer. 
With this simple, easy-to-use Tag, do what your customer wants. Certify that your 
itemized charges are fair. Certify that your service . . . your ability ... and your equip- 
ment guarantee him dependable, top-quality TV and radio repairs. Give your customer 
langible proof that you are giving him his money’s worth. Win Ais confidence. And you 
will gain more business . . . more profits. Put your convincing Certified Quality Service 
Tags to work right away. 


GO A STEP FURTHER 


Tie in with the whole Certified Quality Service Plan as advertised in LIFE and the 
POST. 


rae - 
eyntl 


\ 
Quality t Vand Radio Pars 
and Service fair Charges 





They are all part of the Certified Quality Service Kit. This Kit, including 250 
COS Tags imprinted with your name and addre is available on a special 
otter from your CBS-Hytron distributor. Or you can write for details on how 
to onder direct. You can order more CQS Tags from your distributor, whenever 
you need them 





GO STILL FURTHER 

Keep in close touch with your CBS-Hytron distributor. Watch soon for additional 
supporting material to identify you as a Certified Quality Service dealer: 

. CQS illuminated window sign 
. CQS metal flange sign 

. CQS direct-mail postal cards 


> own oe 


. CQS newspaper mats, etc. 
CBS-HYTRON, Main Office: Danvers, Mass. 


A Division of Columbia Broadcasting System, Inc. 


A member of the CBS family . . . CBS Radio * CBS Television 
Columbia Records, inc. © CBS Laboratories ¢ CBS-Columbia, inc. ¢ and CBS-Hytron 


RECEIVING... TRANSMITTING... SPECIAL-~-PURPOSE AND TV PICTURE TUBES + GERMANIUM DIODES AND TRANSISTORS 
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~ SMASH HITS 


AT TRADE SHOWS COAST-TO-COAST! 






The great, all-new Ampro line has rated raves from consumers, dealers, 
distributors everywhere. Features like the Electronic Eye Recording 
Level Indicator... Automatic Selection Locator . . . Electro-Magnetic 
“Piano Key” Controls... combined with dramatic styling, mark this 
line your line for today’s market! See these models, and hear them! 
Ampro achieves fidelity of tone that retains all the depth and splendor 
of the original performance. Every musical shading, every delicate 
nuance is reproduced with matchless realism! Call your Ampro distrib- 
utor today to see how Ampro’s liberal advertising and sales promotional 
program can spark your sales volume! 


** AMPRO 
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Model 756 The Hi-Fi 239.95 


229.95 


Model 731-R The Champion 129.75 


AMPRO TAPE RECORDERS 
Advertised in LAFE, POST, HOLIDAY 





Ampro Corporation EM-12-53 
2835 N. Western Avenue, Chicago 18, Illinois 


Gentlemen: Please send me the name of my Ampro Tape 
Recorder Distributor. 


NAME__ soegutiniiaipalilaiag 
COMPANY 
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Everybody’s reading 


4 . e 
= about Kawneer modernization 


(Problem: Find the merchant who decided against remodeling) 


NG 1953 The K iwneer Company’ progre ive merchant And. as in 1953 


National Advertising program pointed thousands of smart retailers will act to use 
out how the success-odds were weighted tore front modernization as an effective 
n favor of those retailers who made means of meeting competition and 
orable first impressions on the buying weighting the business-odds tn their favor 
public through inviting store fronts Look for 1954 Kawneer advertising in 
program influenced millions of 4), such magazines as Saturday Evening Post 
ers and retailers to prefer doing * ind the most-read publications serving 


our segment of retail business. You will 


learn how Kawneer products store tront 
ing 1954 Kawneer National material door 


vith and from modern 


e, attention-getting establishments 


and entrances colored 
ng Program will be great] Zourite facing 1 


material and sun-control 
elerated. Millions of messages will help products can be quickly, effectively and 
blic bun 


uyiIng powel Tate. economically combined to help you 


e into the modern stores of oO increase business and greater profits, 


NELES, MtCwHtIGan 


Berkeley, Colif « 








lexington, Ky 
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ONCE AGAIN. IN THOUSANDS OF HOMES. 


its Men (Inistmas Aamili Nile 
with a Stromberg iuison. % 


7 


} 
. 





‘i our loyal distributors and their dealers, our sincere 
appreciation of your help in making so many more families 
happy with a Stromberg-Carlson this season. May your own 


holidays be joyous—and your new year bright and prosperous. The HEPPLEWHITE 


—2l-inch Panoramic Vision 

picture. Concert-type permanent magnet speaker. 

oe ~: ; ° Tone . Phono jack. t-in antenna. Beauti- 

Television models from $249.95, including excise tax and warranty Tone contro} Phono jack Built-in antenna. Beau 
ful period cabinet in rich mahogany veneers 


“there is nothing finer than a STROMBERG- CARLSON.” 


STROMBERG-CARLSON COMPANY, ROCHESTER 3, N.Y 
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Completely new—the most powerful, finest performing, 
best-looking Advance-Design trucks ever built! 

















Here’s America’s greatest truck builder's latest and greatest Heavier axle shafts on 2-ton mod- 
truck! Here’s the brand-new line of Chevrolet Advance- NEW RUGGEDNESS els. Bigger, more durable clutches 
Design trucks for 1954! AND RELIABILITY on light- and heavy-duty models. 
You'll find they're packed with great new features . . . loaded : ; Stronger, more rigid frames on all 
with big new advantages that mean faster, more efficient models. New pickup and stake bodies are built to stand the 
service and lower operating costs on your job. roughest going and to keep coming back for more—and 





: R they give you greater load space for '54! 
You get new  high-compression 

NEW POWER power and greater operating econ- New Comfortmaster cab provides 
AND ECONOMY omy with three advanced valve-in- NEW COMFORT increased visibility with new one- 
head engines. Bigger, brawnier AND CONVENIENCE piece curved windshield. New Ride 
“Thriftmaster 235” engine. Rugged, durable “Loadmaster 























Control Seat* brings you extra driver 
235" engine. Mighty, all-new “Jobmaster 261" engine*— comfort. New truck Hydra-Matic transmission* offers the 
most powerful in Chevrolet truck history. last word in no-shift driving ease. Available not only on 


: aren ¥4- and %4-ton Chevrolet trucks, but on 1-ton models, too! 


Most trustworthy trucks on any job! | Plan to see the completely new '54 Chevrolet trucks, and 


get the whole money-saving story at your Chevrolet 
dealer’s now. . . . Chevrolet Division of General Motors, 
Detroit 2, Michigan. 


‘Optional at extra cost. Ride Control Seat is standard on C.0.E. models, 
available on all other cab models as extra equipment. Rear corner 
window's in standard cab, optional at extra cost. 





ADVANCE-DESIGN TRUCKS 


J MORE CHEVROLET TRUCKS IN USE THAN ANY OTHER MAKE! 
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Just as in 


..eay-O-Vac 
















leads 
again 
inlio5s3! 








For the past 5 years, Ray-O-Vac 
has led all manufacturers of 
batteries and flashlights in vol- 
ume of farm and general mag- 
azine advertising! Ray-O-Vac 


leads again in 1953! 





Ads like this (but in beautiful 4-color) 
pre-sell your customers on Ray-O-Vac bat- 
teries and flashlights. 







j 
' 


] 


Sell the batteries and flashlights that are pre-sold bet RAY-O-VAC 
COMPANY 
to your farm and city customers ... RAY-O-VAC! ey = Madison, Wisconsin 


Ray+O-Vac Canada, Ltd 


Winnipeg, Manitoba 
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a MESGBEAGE TO AMERICAN 


The second of two articles on profits 


INOUSTEY © ONE OF A SERIES 


What Are PROFITS Used For? 


This is the second article on the role of 
profits in our economy. The first was ad- 
dressed to the question: “How High are 
Profits?” The answer was found to be: 
not high when compared with previous 
years and the present investment in cor- 
porate facilities. This second article is 
addressed to the equally important ques- 
tion: ‘What do corporations do with their 
profits?” 

In 1953 corporations will earn about 
$20 billion after taxes, if the recent rate 
of earnings is maintained throughout the 
year. These profits will be used (1) to 
expand and improve productive capacity 
through purchases of new plant and 
equipment, (2) to finance the operations 
involved in a growing volume of business 
and (3) to reward the people who have 
invested their money in American indus- 
try. Of the $20 billion, the corporations 
will pay about $9 billion to their stock- 
holders as dividends. They will use the 
$11 billion that remains to purchase new 
plant and equipment and to increase their 
working capital. 

This year corporations are increasing 
their plant, equipment and working capi- 
tal by a total of approximately $32 bil- 
lion. Of this amount, about $26 billion 
is for new plant and equipment. The re- 
mainder is for working capital. As this 


article will show in greater detail, about 
$21 billion of this will come from depre- 
ciation allowances and sales of new se- 
curities. The other $11 billion will come 
from retained profits. 

It is impossible to trace exactly 
how each dollar of retained profits 
is spent. This money is mixed with 
other money that goes into the com- 
pany treasury in the form of pro- 
ceeds from loans, sale of securities 
and depreciation allowances. How- 
ever, it is a fact that by retaining 
$11 billion of their profits this year, 
corporations have provided $11 bil- 
lion toward their total capital re- 
quirements, including the money 
needed for expanded and improved 
capital equipment. 


Profits Mean New Plants 


This year American industry is en- 
gaged in a very large expansion of plant 
facilities. This will increase the indus- 
trial capacity of the nation by about 7 per 
cent. Since 1950, our capacity has been 
increased by about 12.5 per cent. And all 
of this expansion has been privately fi- 
nanced, even though about one-third of it 
was certified as necessary for national 
defense. 

The expenditure during 1953 of $26 

















PAGE 48 


DECEMBER, 1953—ELECTRICAL MERCHANDISING 





























billion for new plant and equipment —an 
alltime record—imposes terrific finan- 
cial responsibilities on our corporations. 
About one-half of the amount required 
will come from depreciation allowances. 
In general, these allowances are supposed 
to pay for the replacement of worn-out or 
obsolete equipment. Another $8 billion 
will be raised by corporations through new 
security issues and long-term mortgage 
loans. All together, depreciation allow- 


ances, security issues and long-term loans 


will provide about $21 billion. But this 
is still $5 billion short of the $26 billion 
needed for new plant and equipment this 
year. Thus, it is retained profits that spell 
the difference between expansion and 
standing still, between growth in the pro- 
ductive capacity of the economy and run- 
ning downhill. 

As plant facilities are expanded, cor- 
porations also need more working capital. 
A larger volume of business requires 
larger inventories, larger accounts re- 
ceivable and larger amounts of ready 
cash to meet payrolls and bills for ma- 
terials. The increase in these items dur- 
ing 1953 is estimated at $8.5 billion, of 
which about $2.5 billion will be supplied 
by short-term bank loans. The other $6 
billion will come from retained profits. 
Thus, retained profits provide an essen- 
tial $11 billion—$6 billion for working 
capital, $5 billion for new plant and 
equipment—to meet corporate financial 
requirements. 


Incentive for Investment 


The role of the profits that are paid to 
stockholders as dividends or to employees 
under profit-sharing plans is even more 
important than the role played by re- 
tained profits in providing plant, equip- 


ment and working capital. Dividend 
payments provide the main incentive for 
investment in the stocks of corporations. 
They are the reward for risks taken by 
investors. Dividends paid by corporations 
whose common stocks are listed on the 
New York Stock Exchange provide an 
average return of about 6.5%) at present 
prices, and dividends on preferred stocks 
average about 4.5% return. Dividends 
are distributed among 6.5 million stock- 
holders. Also, it is estimated that 3 mil- 
lion employees now are covered by profit- 
sharing plans. These plans increase the 
incentives of both production workers 
and managers to work harder and more 
efficiently. 

Thus, more than 9 million Americans 
have a direct financial stake in corporate 
profits through ownership of stock or 
participation in profit-sharing plans. But 
all Americans share indirectly in the re- 
wards of a successful business year. In- 
vestment of a major part of 1953 profits 
in new plants and equipment means more 
employment opportunities and better 
working conditions for labor. For the na- 
tion, it means new industrial capacity that 
is essential both for national defense and 
to produce more and better goods for a 
rising standard of living. 

Corporate profits after taxes repre- 
sent about 6% of the nation’s total in- 
come. But the job they do to stimulate 
investment and to finance industrial ex- 
pansion and improvement is more far- 
reaching and more essential to the 
prosperity and well-being of the Ameri- 
can people than would be suggested by 
that small figure. 


McGraw-Hill Publishing Company, Inc. 
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“Over the years— 


an ae 


we have come to look upon 


Commercial Credit as a 


99 
4/7 


partner in our business 


says MR. GEORGE H. LEHLEITNER, 
president of George H. Lehleitner & 
Co., New Orleans, La., distributors of 
Bendix and Crosley Appliances, and 


other popular lines. 








** 
M, ( H of our dealers’ SUCCOSS and fime-leste d collection procedure con- 





our own we attribute to the inherent vinced us our dealers’ accounts were in 
value of specialization, {n excellent capable hands. 

case in point is our recommendation of “Perhaps most of all, we have been 
the ComMERCIAL Crepir facilities to impressed with the fact that COMMER- 
our dealers. CIAL Crepit knows the business of 
“2 am confident the record will reveal financing dealer paper. In short, we 
our dealers have financed (excluding consider COMMERCIAL CREDIT special- 
war years and those immediately follow- ists. And we are sold on specialization.” 


ing) in excess of $2,000,000 a year in . . ° ComMMERCIAL 


installment contracts through COMMER Ask your distributor about CoMMER- 


) 
CIAL Crepit PLAN CIAL Crepir Pian, And ask for a copy CREDIT 


“COMMERCIAL CREDIT’S many offices of our message, “Buy and Sell with 
aSsSUT? all dealers throughout our terri Sound Finan ing.’ Or call youl CORPORATION 
tory speedy service. Years ago, their nearest COMMERCIAL CREDIT. ofhice. A service offered through subsidiaries of 
Commercial Credit Company, Baltimore 
. ‘ - . “ . .. Capital and Surplus over $135,000,000 
More appliance dealers use Commercial Credit .. «offices in principal cites of the United 


States and Canada. 





financing than any other national plan 
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Electrical 


VOL. 85 


Merchandising 


The Question of 
COLOR 


Maybe a bonanza tomorrow, but a headache today. That's how color 





No. 12 





television looks to the retailer. He has two big questions to ask: How do 


| live with it now? How do | get ready for its future? Summarized here 


are the answers Electrical Merchandising got from 19 manufacturers 


PTANUHE impending arrival of colo: 

| is hurting sale yf black and 

ite T'V set 

You can’t duck that fact. It 
be nice to say that things are going to 
improve soon. But it doesn’t stack uj 
that w right now In fact, it’s 
prett 1] bet that the situation i 
going to get worse before it gets any 
better 

The one redeeming  featurc 
however. Set makers, on the basis of 
information presently available, ar 
onvinced that sales of monochrom« 
receive ill recover the ground the 
ire currently losing once the publi 
ees what color is and what it’s going 
to co + 

It m even be possible to overcom<¢ 


the color barrier before the first color 
ets are available. What’s 
hard educational program to 
let the pul lic know the facts of color 

its initial limitations, its cost and it 
problem On the basis of what manu 
facturers have done so far, however, it 
ippears that this job is going to fall 
into the retailer’s hands. To clarify the 
mind of the dealer 


os 
needed is a 


hitting 
il iif 


situation in the 


ELECTRICAL 


MERCHANDISING—DECEMBER, 


By TED WEBER, Jr. 


himself, and to provide him with the 
nformation to answer public inquiries, 
ELECYTRICAI MERCHANDISING last 
month asked the top managements of 
1¢ irly 
in the country to answer a long list of 
juestions about color T'\ 

Before getting into specific answet 
to these questions, there are thre« 

neral conclusions which dealers—or 
invone, for that matter—should keep 
in mind while approaching the ques 
tion of color. Only by so doing can 
vou put the whole matter of color in 
ts proper perspective 

there’s no doubt that color talk i: 
hurting black and white sales now and 
probably will hurt them even mor 
when the FCC finally approves color 
ind the first flurry of commercial sets 
hits the market. Dollar volumes will 
be hit hardest as consumers tend to 
buy cheaper models of black and white 
in anticipation of color. 
but then the black and white 

market should recover somewhat as 
onsumers learn the price they must 
pay, the picture thev will see and the 
programs which will be available. 


] 
every set maker and tube maker 


1953 


no dealer should forget that even 
tually color may dominate the market. 
It won’t obsolete black and white sets 
in the strict sense of that term, since 
monochrome receivers will continue to 


receive black and white pictures of 
color telecasts. But as the industry 
lowers costs more and more people 


who currently own monochrome sets 


ire going to buy a second set—a color 
et. A vast new market (and one 
which furnishes an answer to com 


plaints of ‘TV 


process of 


“saturation’’) is in the 
opening up. Any well 
established dealer has the right to ex- 
pect that he’s going to get his rightful 
share of this business as it becomes 
i\ il ible 

This all adds up to an important 
word of caution: don’t sell color short. 
If it’s a bitter dish right now it’s going 
to one day be bread and butter for 
the appliance trade. It’s going to ex- 
pand the industry’s volume to a point 
vhich never would have been possible 
with black and white alone. Until 
that day comes, learn how to live with 
olor’s headaches~—but don’t ignore it 
r sell it short. 


( 


THE FIRST SETS 


Color: When. It is barely possible 
that even as you read this the FCC 
will have approved or be in the process 
of approving compatible color tele- 
vision along the lines of the standards 
advanced by the all-industry National 
Television System Committee. If the 
Commission hasn’t acted as yet, there 
is good reason to believe that such 
action will be forthcoming by Christ- 
inas or New Year's, At any rate, the 
day isn’t far away. 

Sets: When. Receiver manufacturers 
differ a bit on when color sets will be 
available commercially. Most of them 
feel it will be from six to nine months 
ifter FCC approval. Two firms feel 
they will have some production under- 
way within three months. Only one 
firm will be ready for immediate de- 
livery—in limited quantities. 

Sets: What Kind. Manufacturers 
are almost unanimous in agreeing that 
these first sets will employ tubes simi- 
lar in sizes to those used in existing 
engineering models. That means a 15 
or 16 inch tube—which produces a pic- 





THE QUESTION OF COLOR 


continued 





When Will Color Sets Be on the Market? 








—— 


Fourteen set makers 
estimate the number 
of months it will take 


after FCC approval 


Months 


ture about the size of old 124 or 14 
inch black and white sets because of 
necessary masking. 

There’s no question 
tubes are one of the color problems 
currently receiving most attention. 
While it’s no secret that most tube 
makers are working on larger tubes, 
almost none of them will comment on 
the problem. One company, however, 
said that it expec ted tubes in the 21- 
inch family to be available in the last 
half of 1954. If that’s so, probably 
most production will then shift to 
these larger tubes—since the estimated 
prices of color sets are particularly high 
when you consider that they produce 
only a 124 inch picture 

No set maker expects to introduce 


that larger 


more than two or three models in his 
color litte. Consoles will predominate, 
although several firms have plans tor 
table sets. Because of the bulkiness of 
the color set, however, it appears to be 
a good bet that the consoles will be 
numerous. Cost is also a tactor; 
firm told ELECTRICAL MERCHAN 
pisING that they had developed a table 
set but that it could be produced for 
only $50 less than a corresponding 
console model 

Sets: How Much. Prices range but 
most fall in the $800 to $1000 range. 
Emerson has publicly announced its 
intention to introduce a $700 model, 
but only one other firm goes that low. 


AND THEN WHAT 


Manufacturers aren't willing to talk 
at any great length on color. You can 
draw one of two conclusions from 
this: they’re not sure of what’s going 
to happen, or they're trying to hide 
something. You begin to feel that 
the former situation applies when you 
look at their answers to questions 
about what's going to happen after 
the first introduced. ‘They 


more 
one 





sets are 
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vary from one extreme to another in 
guessing set output for two years 
ahead, in estimating future price 


levels, and in predicting how many 
stations will be on the air. The variety 
of answers indicates quite plainly that 
the entire industry is unsure of just 
what's ahead. The size, type and price 
of the first sets are pretty obvious (as 
indicated in the preceding section), 
but after that anything can happen. 

l'ake, for example, the question of 
how many sets will be turned 
out in the first year after commercial 
color gets underway. Seven set makers 
think it will be somewhere between 
35 and 65,000. Five more put it in 
the 75,000 to 100,000 range. There’s 
one high guess of 250,000 to 300,000 
ets and several set makers don’t have 
any guesses, even off the record. 

he variation becomes even more 
pronounced during the second year. 
Five think it will be between 300,000 
and 500,000, two think it will be near 
a million and another says “millions’’. 
On this question even more manufac 
turers (five of them) decline to answer. 

Prices, Too. How long will it be 
before sets are retailing in the $500 
to $600 price range? You can find 
any answer you want to that question. 
Three think it will be within a year. 
There’s one at 18 months, three more 
guess it will be from two to three 
years, several say three years and one 
says four years. 

With such variance to questions 
projected only a year or two into the 
future it’s easy to imagine the variety 
of guesses you might get on the prob- 
lem of whether color TV will eventu- 
ally account for all TV sales or 
whether there will be a market for 
black and white. Surprisingly, though, 


color 


there is some agreement here. Most 
manufacturers think that there will 
ilwavs be a market for black and 





in the First Year? 





How Many Color Sets 


= 
— 


25 50 75 


100 = 125 





Here are the esti- 
12 TV 


mates of 


makers 


set 





ISO. 175 200 225 250 275 


Thousand Receivers 


white. In fact, only two set makers 
see color eventually dominating the 
market completely. At the other ex- 
treme, one widely respected spokes 
man for the industry says that color 
will never account for more than 30 
percent of the market. Manufacturers 
appear to have a wide variety of rea- 
sons for thinking that black and white 
will survive. For example 


“Pure economics in the mass buying 
market will dictate that there will 
always be a substantial market for 
monochrome receivers.” 


“It is my personal feeling that the 
industry is in a trance on the subject 
of color television and the immin- 
ence of its commercial development 
more importantly, on the amount 
of money the public will be willing 
to pay as a premium to see present 
shows in color instead of black and 
white. After the novelty appeal has 
worn off color will do very little more 
for telecasting than FM did for aural 
broadcasting, but the premium in 
cost will alwavs be much greater.” 


“There will always be a market for 
monochrome receivers due to lower 
price and the compatible feature 
which allows good black and white re- 
ception of color broadcasts.” 


How Many Programs. You'll find 
the same uncertainty among broad- 
casters regarding color as you do 
among set makers. Most of them 
maintain that they just don’t know 
the answers as to how many stations 
will be telecasting color, how soon 
this will be and how many programs 
will be aired in color. 

Specifically, ELECTRICAL MERCHAN- 
DISING asked how many stations would 
be broadcasting color by 1955. Offici- 


DECEMBER, 


ally, none of the networks had any 
answer to this question. A spokes 
man for one, however, said that almost 
every station would have facilities for 
re-transmitting color telecasts by that 
date. He emphasized, however, that 
considerably fewer would have facili- 
ties for originating color broadcasts. 
Here the element of cost is expected 
to play an important role, since props, 
cameras, equipment and lighting facili- 
ties will involve heavy expenditures. 
Here’s the way one network execu 
tive summarized the problems facing 
TV stations in re-transmitting color 
signals generated elsewhere: For those 
connected to the network via micro 
wave, only minor changes will be 
necessary. For those inter-connected 
by means of coaxial cables the prob- 
lem will be slightly more complex. In 
anv case, only minor changes are re 
quired in the transmitter itself. Since 
these changes are relatively simple, it 
is reasonable to assume that most net- 


work stations will have made the 
necessary changes within a_ few 
months after FCC action The 


process of equipping stations for color 
originations is a much bigger problem. 
By 1955, however, the major stations 
should have such facilities 

More Broadcasts by "55. This dis- 
tinction between re-transmission and 
origination of color telecasts probably 
explains a decided split in answers to 
this question from set makers. One 
group said that almost every station 
would be broadcasting color by 1955 
while a second group said from 50 to 
150 would be able to do so. 

The eventual number of color ver- 
sus black and white programs is a 
highly conjectural matter and broad- 
casters will be no more definite on this 
than set makers are on the eventual 
price and design of color sets. Some 
brozdcasters feel that color in televi- 


1953—ELECTRICAL MERCHANDISING 








— ww 














lOO =. 200 


300 400 


500 600 


How Many Color Sets in the Second Year? 


Here's the way 10 set 
makers figure prob- 


able output 





700 800 900 


Thousand Receivers 


sion will sell like color in a magazine 

being used on shows which lend 
themselves to its use while programs 
like panel shows remain in black and 
white. Another group feels everything 
will be in color. It’s possible that on 
some shows commercials will be in 
color—although a ticklish public rela- 
tions problem is involved here since 
viewers might resent being shown only 
the commercial in color 

The immediate (and also the long 
range) decisions as to which shows and 
how many of them will be telecast in 
color hinges on three factors: the num- 
ber of stations ready to transmit color, 
the number of sets in use, and the 
number of advertisers willing to pay 
the additional cost of color 

At any rate it’s a pretty safe as 
sumption that initially, at least, color 
telecasts will be limited in number. 
Along with high price, small screens 
and early model sets the first pur 
chasers of color will also have to be 
satisfied with restricted program of 
ferings. 


PROBLEMS AHEAD 





Color television will fall heir to all 
the headaches of black and white TV 
and will have some all its own as well 

Take service, for example. One 
thing that almost all manufacturers 
agree on is the necessity for supple 
mentary training before today’s serv 
iceman will be ready to handle color 
complaints. Opinions vary on this, 
but most think that quite a little addi 
tional training will be necessary and 
at least one firm is already considering 
the course it will offer servicemen 
(Two or three sect makers, however 
feel that this re-training will not be 
extensive and that fairly little addi- 
tional know-how will be needed to 
handle color). According to one firm 
this training will be “in essence an 
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expansion of the base of their present 
knowledge, especially in that portion 
of a receiver that is influenced by the 
addition of color reception.” 

More Tools For Service. Nor will 
additional training be the only change 
required in servicing color. Every set 
maker acknowledges the necessity of 
additional service equipment for work 
ing on color sets. One executive says 
the additional investment will be “sub 
stantial” while another says it would 
run to $1800 over and above black 
and white equipment. A slightly dif 
ferent view comes from another manu 
facturer who acknowledges the neces 
sity of purchasing additional equip 
ment but adds that “most service 
organizations will get by with a mini 
mum as they have in black and white.’ 

What type of test equipment will 
color involve? According to one firm, 
“some simple device for checking 
‘registration or conversion’ will find 
application in the field in addition to 
current black and white equipment. 
This could be a dot or cross-hatch gen 
erator for properly positioning the 
three electronic patterns in the color 
picture tube so that they blend into a 
single sharply defined spot.” 

Another firm says that the min 
imum additional equipment will in 
clude ‘“‘a dot pattern or bar generator 
and possibly a color bar generator 
Many dealers already have linearity 
bar generators which might possibly 
serve this function.” 

More Critical Adjustment. Insta] 
lation problems with color probably 
won’t be much different than thos« 
with black and white—but they will 
be more critical, some manufacturers 

(Continued on page 78) 
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Are You Waiting For 


¥ YOU ARE THE MAN who is driv 
D igmegniatnanarertinn 
wife owns « platinum mink, or if the 
trials of pioneering are 8 joy to you, you 
i want to be the iret in your at to 
own color Lelevmon 

Magnavos wil! have one in the fal! of 
1954 and we'd like to have you on our 
prospect list 

You will also want the best big-pi 
tare monochrome receiver to watch the 
wonderful black and white telecasts for 
you will not be satisfied to watch them 
me amall (9 x 1 nlor acreen 
We want to anil you Ubat receiver now 
Magnavor Chromatic Television — so 
that you may enjoy TV at ite beat 
with warm color tone pictures of clarity 
fidelity and besuty such as you heave 
never seen before Magnavox (hroma! 


TV will give you near to life-eise pictures 





on 0 27" tube 


If You Are Whiting for « 
Color Telansion Recewer, You Should 
Be Apprised of These Facts 

Color Television will cast severs! Limes 
es much os « black and white receiver 
of comparable picture size they will 
be in the $1000 clam and the picture 
wi) be the come size we produced on 
@ round 1214" tube in 1949. They 
iso will cost proporuonately mare to 
earvice, You can now buy « perfectad 


Monochrome receiver that will give 


THE MAGNAVOX C€ 








— 


. . * 
you « picture five times as large for 
about one-third the price! , 

Wull Color Receivers 


Be Less Costly in the Future? 
‘The color TV eet is inherently many 
tines more aompticated than the most 


modern monochrome receiver |) needs 





many tubes, three times as 


nd circuitry. The email 





wtortike While, over the 


years. color seceivers will become less 
costly, they alwaye will be relatively 
much more expensive than the black 


tnd white receivers 


When Will Color Pictures 
Get Bigger 

The color rece vere nee on (he prod ue 
thon drawing boarde will only produce 
pictures of 1949 “peep show” variety 
The present block and white sete are the 
result of many years of intensive devel 
opment involving bundreds of thvrusanda 
of engineering man hours. It took the 


industry five years to grow from the 


original 7’ tube to the now standard 21° 
tube, sewen years to the new 24° tube. 
Color tetevimon i infinitely more com 
ples eo don't expect big picture color af 


@ny price —soon. 


How Much Will Color Contribute @ 
Telarawon Enjoyment! 
You heve enen colored movie seme 


are good end some are bad The semence 





fine programs or 


TV —today’s black and white telecasts 
and big Chromatic pictures of the oo 


camonal color talecasts. 


Color Television will not obenlete 
Present Day TV Sete 

Present day sete will rece ve color take 
caste in black and white but the pictures 
will be much bigger Se don't deprive 
your family of the advantages of mod 
ern, tag screen, Chromatic television 
enjoyment by wasting for the commar 
1a) development of color television You 
may find yourself in the position of the 
man driving « “Model T,” awsiting 
the mvolutionary improvement in auto 
mobiles, Buy © Magnevos Chromatic 
Televison rece) ver NOW and enjoy tate 


vimon as you never have belore 


mk. Forman — 


OMPANY 





Fhane Pesumane 
CG 
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AVAILABILITY of frozen foods in bulk at quantity price 


supply is important 


any of the prospect's natural 


doubts as 





CASCADE FOO 


T+ GROCERIES 


to the food quality and its ready 


with bank financing for s 
Next door market with good reputation, MacKinnon’s supplier 


several month’s 


availability 


oY 


nd 


MacKinnon's Program 





Fee} 


‘| 


Neal 


helps overcome 


manager 


A GIMMICK that ties in with long range 
aluminum “‘blue plate’ 
Irene Cox shows it to 


value of freezer 
Freezrite 


president 


for storing leftovers. 
MacKinnon 


AFTER THE FOOD PLANS... 


After the food plans have skimmed the cream and soured the public, what does it take to rebuild 


freezer sales and restore confidence? Here's a case study of how one firm, MacKinnon’s of Seattle, 


Wash., re-established profitable sales on the solid foundation of a freezer’s value to the consumer 


month! olum 


UILDING a ' 
close to $20,000 in hom tre 


al lth ath are 1 wher Pah spe 
cialty food-freezer plan operators had 
“skimmed off the ream and then 
curdled the milk’ before leaving, 1 


Sit ill 


no 


ac ompli hment for a depart 


ment store's ipphan department 
But it has been 1 comph hie | 1) Robt 
L. Yelland, manager of free iles tor 
MacKinnon’s Dept. store in the Lal 
City section of Seattle, Wash vith a 
method of operation that may indicat 
to many dealers the way to re-build a 
profitable home freezer busin 

his dealer's freez elling program 
is noteworthy because it ent 


repre 
“post-food plan” thinking on the part 
of a retailer a distributor. When 
Yelland joined MackKinnon’s late in 
1952 he faced the job of building a 
profitable volume in home freezer sal 
just when the public’ 
freezer plans was changing from skepti 
cism to Yelland’s position wa 
that of hundreds of larg 
and small appliance dealers in the Far 
West and the Southwest, a situation 
that may be faced eventually by dealer 
im every the 
specialty food-freezer concerns 0] 
for anv length of tim 


ind 


; Opinion of food 


corm 
the same as 


section of country where 


erate 


To meet this local condition, Yel 
land worked with the help and en 
couragement of Irene Cox, general 
manager of the Freezrite freezer divi 


Wilkin 


pro Tram 


sion of distributor Gordon I 
Inc., to develop a 
brings up to date a retailer's 


whi h 


ipproa N 
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ombined with som 


the tried and tested freezer m ha 


dising methods of the pre-food p 
era. Yelland xperience with 
ialt food-ftreeze plat i th 
perience of M Cox who had 
Cxpcricnce 1 i distributo | nan 
r le Iping deal build home freezer 
ile combined to form a } 
that sencompa everal cist t 
related phase of freeze llin 
@lrozen tov t quantit 
wailable local] ) bank finan i 
now a necessity to any active merchan 
dising of home freezers, MacKinnon 
believe Ihis basic feature of the ) 


ialty food plan howe I hla D l 
et up by MackKinnon’s in cooperation 


with a next door market with excellent 


local reputation Ihe ivings story 
vhich so often w the only selling 
igument of the specialty plan sal 


soft pedalled by Yelland’s or 
ganization, apparently to keep pro 


pects from classifying the MacKinnon 
program as another food plan. As 


mich, 1 


result, the availability of evel 

months supply of frozen foods at quan 
tity prices On a pay as you eat con 
tract, is more often used closet 
ifter the freezer has been nearly sold 


on other values to the home owner. 


ingle selling 


} 
@ lhe most successful 
technique of the pre-food plan era 


freezer party held in the home ot 


t wn f the user t i¢ 
1d iti 1} been brought Dach 
f id has b ne the largest sin 
cttort * the Mackinnon 

im hion Ih jong proven ellin 
nethod nich Cxpo prospects to the 
! ! Irec7 mad to th Vi ible use 
t the t er im the informalit 

| hom IS pr moted by Mackin 
mn vith parti for women at noon 

vith evening dinn ror co 


1 1] 
@ I’reeze: hools, o1 Pha , held at 


NlacKinnon’s on an invitational ba 
re purchase ind the tricnd Dp 
i vith ft OSE 
| » ¢ tf th pe iit ro | 

rs didn t t yD ma th 

iit ) ! 1 package an i¢ 
t n carn the full Ope 
I Irecezcl vin to educate the 


wner in techniques of cooking 
frozen foods, packaging, 
menus, purchasing 


lo I 


treezel 


planning 
for the freezer, et 


tore interest in the hom 


ymong those families who have 


become our’ on the idea of owning 


1 freezer because of personal contact 


th people who got stuck with a food 
plan—and to do it by instilling in them 
im idea of the value of freezer livin 
ind its advantages to the family in 


convenience, health, variety in foods 
@ Organization of a “fcod club” for 
purchasers of freezers is an adaptation 
of a feature used successfully by 
cialty food plan concerns. It satisfie: 
the purchasers normal desire to be 


spe 


“on 
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the imside’, to be part of a group or 

nization. As card-holding club 

members, freezer purchasers get invita- 

tions to the freezer clinics, personal at- 

ition from the store’s home econo- 
ust, and a special monthly bulletin. 

o 1OomM momust is as unportant 

Kinnon freezer selling pro 

tatt Margaret Yel 

manager, parti ipates 

mh om the beginning, 

monthly freezer clinics, 

ndling the nibblez 

Z dcdinner parties 

elect their food 

ip chive! of the 

) hassel und tand 

ion and how to adapt the 

imi rood life to their new treezer. 


@ Applian 
not been negle 
Kinnon rrecZz 


m 


selling techniques have 
ted in organizing Mac- 
program. I he above 


the lunch- 


nhooned 


ireeZer Ci 


n and dinner partie id follow up 

th me economist are de- 
med to use the user, to procure good 
ospects at lowest possible cost. In 


mn, freezer manager Yelland uses 


idvertising along with the Mac 

Kini ertising of other appli- 
H i Leeptreeze, lreez- 

ind Krigicaire freezers in a section 


Kinnon’s store. H 
those who have purchasec yt ver appli- 
inces from MacKinnon’s his best pros- 
pects and he uses a girl full time on the 
telephone developing leads and arrang- 


no for 
Wig OT 


onside Ts 


home calls. 
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distributor 
Ray-Heily. 
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TELEPHONE SOLICITATION, so successful for food SPECIALTY SALESMEN ore carefully supervised, work FOLLOW UP by home economist Maraaret Yelland 


ir is plan concern used by Yelland, whose girl works only in the field, follow leads, develop their own when freeze 
utor 


eily. 


iver 1 msure istom it y hate 


on customer lists, referrals from users, responses to ads referrals, organize and assist at freezer partie itisfaction, plants the seed for referral 


AT? 






By HOWARD J. EMERSON 





REGULAR CONTACT with customers by home economist to help with their 
| freezer problems keeps them talking to friends about MacKinnon’s and 
e enables Mrs. Yelland to get freezer story to customers friends in talks. 


Y & 
OTe. 5 


FREEZER PARTIES for women at luncheon 










and for couples and their friends and 





n neighbors at evening dinner in homes of freezer owners is pre-food plan idea 
which has been brought back by MacK.innon‘s with excellent selling success 
S 
l 
i - 
n 
rs 
FREEZER CLINICS held monthly at MacKinnon’s store bring customers and their 
- quests closer to the store, make istomers happier with their freezer and more 
verbally enthusiastic and makes guests much easier t ell on follow up 
ic 


MORE mm 





AFTER THE FOOD PLANS (continued) 





Freezer Clinics Keep Customers Sold, 





SCHOOL 
—TONITE— 


Ali MacKinnons Freezer-Food Club Members are 
cordially invited to the March Freezer-School meet- 
ing to be held at 


MacKINNON’S APPLIANCE STORE, 12702 
Bothell Way, “In the heart of Lake City” 
ots P.M. 


This outstanding meeting will be under the direc- 
tion of MacKinnons Freezer Economist, Marge 
Yelland (admission by club card only). 


MEMBERS AND GUESTS ARE WELCOME 


12702 Bothell Way GL. 1133 








DEMONSTRATION of some phase of home freezer living, usually with seasonal tie in, by home econo- 
mist Margaret Yelland takes first half of evening session at monthly school, with the guests often 
getting chance to eat the resulting product. 





Freezer Parties Make Customers 


bes 





Wi & : 5A c 4 2 
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Pies " 
: : . ‘* 
MACKINNON’S PROVIDES the food, the home economist and a salesman. A FROZEN FULL course dinners make the biggest hit with prospects. Mrs. Yelland 
user has agreed to use of her home, has invited at least three interested couples. brings enough to offer choice of entree, gets help of home owner in preparing for 
Any compensation to home owner for sales made would be a personal arrangement dinner. Owner's freezer is used for temporary storage of food to be used. 
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Get Prospects Ready 
Fagg 


& 


QUESTION AND ANSWER period takes the second half of freezer clinic. Users 


get not only answers from home economist but suggestions from others in group 
who have met same problem, creating fraternal feeling that impresses guests. 


Produce Live Prospects 


a sae ele al 


( is 


ACC ARAN a SER OME 800. 2 


EARLY ARRIVALS ore brought to kitchen to get behind scenes view of dinner 
preparation and to hear convincing stories by Mrs. Yelland on how the use 


of frozen foods fits into the woman’s kitchen and her family schedule 
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REFRESHMENT TIME is more than a sociability period when meeting officially 
closes. It is a time for personal contact with guests, a time to arrange for home 
calls, a chance to demonstrate features of the freezers and give literature. 


PROGRESS REPORT is given to guests in living room as Mrs. Yelland shows them 


how foods have been prepared, how easy it will be to select and use them, to 


start prospects thinking in terms of freezer living 


PAGE 57 








AFTER THE FOOD PLANS (continued) 
Customer Freezer Parties Produce Live Prospects 


a 


Se TIE 


Ce fg © eiiie tn ; 34 tree: 


WITH PROSPECTS anchored and anxious, salesman Yelland enters picture with VARIETY AVAILABLE when living from the freezer is emphasized to prospects 
informal discussion of freezer ownership, its economies and advantages, and how during appetizer when the economist offers each a menu with several choice 


simple it is to own one full of food on terms available only at MacKinnons of entree, now frozen, which will be ready as s a is finished 


3 





CLINCHER COMES with serving of meat and vegetable entree on Freezrite alumi- 
num, blue plates and wooden serving trays only a few minutes after the frozen 
product was selected from menu. Men are much impressed by variety story. 


WELL FED AND RELAXING with a cigaret, the prospect favorably receives Yel CLOSING A FREEZER SALE often occurs after a freezer party, when Yelland 
land’s product story. This is his biggest job, for men are the stumbling block will talk to each privately to discuss monthly payments. Other sales are made 
because they have heard of the misuse and abuse of the ‘‘food plans by Yelland or salesman on follow up calls to homes of those who attended 


End 
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One Dealer's Swan Song 


A veteran retailer examines, with the detachment of his 
imminent retirement, the appliance industry's most trouble- 
some problems and points out some possible remedies 


By C. M. DAVIDSON 


FTER 27 yea yt yperahon isa 
TCa nab 1cc¢ sful 
er I a t 


( im gomg to h 


Ipphane 
juidate 
my Dusiness. 

Since I made that decision a coup 
igo my thinking has und 
gone some revolutionary change 
I'hat is the reason for this article. My 
imminent retirement has given me the 
detachment to study this appliance 
business of ours from a viewpoint that 
1 could not or would not adopt whil« 


1 was still caught up in it. 


ty, } 
Ol months 


My reasons for quitting are import- 
ant to this article only insofar as they 
show that I’m not leaving with a bad 
taste in my mouth. I don’t think the 
ippliance business is a dead duck. On 


the contrary, I believe that it may 
soon take a turn for the better for 
some dealers. 

My business has lost rather heavily 


since the manufacturer I represented 


for 17 years failed to renew my fran- 
chise about a year ago. However, I 
have other personal reasons. ‘The 
fairly substantial one-story building 
which I own on one of our main 
streets is not down town and is not 


n any shopping area. The immediate 


irea is fast becoming a center for in 
surance and mortgage concerns, law 
offices id private clinics. ‘Things 
have changed a lot since I erected the 
first part of my building in 1937. The 
property is now m suitable for 
oth OSC If | wanted to stay 
in th yhianc usin it probably 
would mart for me to lease my 
present building and move to a subut 
ban location. In addition to busines 
easons. | also have personal motiva 
tions, of interest only to me, in quit 
ting the appliance business. 


Changed Thinking 


Now that I am liquidating my busi 
ness I have taken a new look at it. In 
the past I thought of the appliance 
business as a struggle between the 
manufacturer, distributor and retailer 
as to whose policies would prevail. 
Now I realize that there is another 
important faction that must be in- 


cluded—the consumers. This will be 
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Davidson & Co. 


especially true throughout the dura 
tion of our soft market. 

| believe that all factions of our 
industry have failed to give consumer 
preference proper consideration when 
it came to types of outlets, methods 
of selling, servicing and similar poli- 
cies. Only in design have consumers’ 
wants been properly considered. Each 
faction has figured out what they 
thought best for their particular needs 
and that was the policy they at- 
tempted to sell to the other factions. 
I'he consumer must purchase an ap- 
pliance before it becomes of any value 
to the retailer, distributor or manu 
facturer. Therefore, it seems to me 
that the solution to our present prob 
lems must necessarily be one which 
will attract the largest number of ulti 
mate consumers. 


Consumers Want Discounts 


What do Mr. and Mrs. Consumer 
want when they purchase appliances? 

The first thing Mr. and Mrs. Con 
sumer want is a discount. As much 
as we dislike it, it is a fact that dis- 
count hunting has become a con- 
firmed shopping habit of the Ameri- 
can public and we just can’t change 


Inc., Miami, Fla. 


habits over night. I have searched 
back through history trying to find a 
where discount practices were 
adopted and then successfully discon 
tinued later and, except for an all out 
war, I have failed to find it. 

Business experts who know a great 
deal more about such things than I 
do assure me that price cutting and 
bargaining for discounts are here to 
stay and this practice will spread 
rather than contract. Nothing less 
than a drastic shortage of appliances 
is likely to change the trend. 

When we study the countries 
where bargaining for price has been a 
long established custom we find there 
has never been a let up once the cus 
tom has been established. For ex 
imple, in Cuba and Mexico prices 
are firm only in the very large depart 


CdSe 


ment stores where is is impossible 


to delegate price fixing authority to 
the many and varied sales persons. 
In my particular market price cut 
ting is spreading rapidly to other in 
dustries. It is almost as bad in the 
automobile market as the appliance 
market. Leading brands of auto- 
mobiles are being advertised for sale 
at “wholesale prices” by reputable and 
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for at regular editorial rates. 


Is He Right? 


Because the editors believe that Mr. Davidson’s provoca- 
tive article touches on some important trends and problems 
which affect the ways in which dealers do business, Elec- 
trical Merchandising will pay $50 for the reply from any 
dealer which, either agreeing or disagreeing with Mr. 
Davidson, is, in the opinion of the editors, the best of those 


submitted. Any others accepted for publication will be paid 
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long established dealers and trade-ins 
are longer on automobiles than on 
appliances. This, of course, is having 
a bad effect on the appliance market. 
We have recently called back on good 
prospects only to find that they had 
bought a new car and the appliance 
purchase was postponed indefinitely, 
probably for a year. The prospects 
stated they just couldn’t pass up the 
wonderful trade they were offered on 
their car. House furnishings are al 
most as bad; a considerable volume is 
now being sold by wholesalers through 
retail “agents” on a cost plus 10% 
basis. Several long established furni 
ture retailers have gone out of the re 
tail business and have become whole- 
salers. 


Consumers Want Service 


Next to wanting a discount on the 
appliances they purchase, Mr. and 
Mrs. Consumer want good service. It 
is obvious that giving discounts and 
good service are not compatible. In 
the past, many retailers who main- 
tained good service lost money in 
their service department and this loss 
was charged against sales. If a dis- 
count is given, the margin for service 
is wiped out. I believe the important 
problem facing the industry is how to 
do both. I further believe that at 
least one leading manufacturer has 
demonstrated that it can be done and 
that other leading manufacturers may 
try out this same policy. 

From whom do Mr. and Mrs. Con 
sume! prefer to TCeCCcIVe service? ] be 
lieve they prefer to service 
a national service organization 
owned and operated by the manufa 
turer of that particular appliance 
‘These are bad words to many retailers 
and some will take off their coats real 
fast and want to fight, but let’s hold 
our horses. I have said that a solution 
of the problems requires all factions to 
give and take. This will be a “give” 
for some retailers, so let’s wait for the 
“take.” 

Here is how one manufacturer is 
attempting to solve this problem. 

(Continued on page 82) 
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1 In Springfield, Mo., one store owner developed 
= G neat twist in signs, when he paraphrased the 
old sticker, “Please Do Not Open Before Christmas.” 
On the front door of his store, he posted a red and 
white sign which was lettered, “Please Open Before 
Christmas.” Every passerby, of course, appreciated 
the humor of the idea, and store traffic was ex- 
tremely heavy 





Out in Cheyenne, Wyoming, a prominent re- 
« toiler advertised that the store would “fly 
Santa Claus to town” on a certain date, and gave 
full information inviting local youngsters to visit 
the airport for the arrival. On the specified day, the 
Santa Claus was flown in, sporting a genuine white 
beard, and loaded down with tiny, gift-wrapped fo 
vors, which he distributed to youngsters. Repeated 
for several years in a row, the event now draws in 
excess of 5,000 youngsters to the airport on the 
fifteenth of November, and has made this store 
one of the top in the city from a Christmas gift 
sales standpoint 
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? A leading specialty store in St. Louis provided 
= the answer to many mothers’ shopping dreams 
when they provided small tables equipped with 
equally tiny chairs, at which children were invited 
to write their letters to Santa Claus, the store fur- 
nishing envelopes, writing paper and a convenient 
mail box. With a sales person in charge, this made 
it possible for shopping mothers to “park” their 
children for half an hour or so, and thus relieve 
the mother of many headaches. Almost every mother 
showed her good will by doing at least part of her 
shopping in the store. 














In Montgomery, Alabama, a prominent dealer 
8. offers a valuable prize each week from No- 
vember 15 to Christmas for the most interesting 
letter to Santa Claus, posted, of course, through the 
store. Bicycles, electric trains, football outfits, and 
so forth, are the prizes. From two to five of the 
winning letters are read daily over a 15-minute radio 
program sponsored by the store, and the juvenile 
and adult listenership both are very high. Last year 
some 15,000 letters were handled, all of which were 
brought to the store by their youthful writers and 
deposited in a “mail box” provided for the purpose. 
Results have been outstanding. 
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3 A Birmingham, Alabama, store offered a novel 
= service when four tables were set up at various 
points, stocked with wrapping paper, ribbons, seals, 
etc. Signs above invited customers to “Wrap Your 
Own,” the materials being furnished with the store's 
compliments. Absolutely no customers tried to abuse 
this offer, and the tables stayed neat and well ar- 
ranged, as appreciative shoppers, working out their 
own individual ideas in gift packaging carefully 
made certain that the materials were left as neatly 
arranged as they found it. This novel idea actually 
cost the store less than paying regular wrapping 
girls, and the materials’ cost, of course, was charged 
off to advertising. 





9 A Birmingham, Alabama, dealer arranged a 
« Christmas tree in the lobby of the store, re- 
plete with dummy packages, and used huge signs 
to invite mothers shopping in the downtown district 
with children, to “Take the youngsters’ pictures un- 
der the Christmas tree.” The store furnished cam 
eras and flash attachments, charging customers only 
for the film and bulbs used, and giving the prints, 
handsomely mounted in white matte folders, free 
with the store’s congratulations. The first year some 
250 mothers took advantage of the plan, the next 
year 500 were attracted, and more than 1,000 are 
expected for the 1953 season. This unusual offer 
drew an all-time record number of customers, inci- 
dentally, during the 1952 season. 
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HERE are many more ways in which an Clauses and similar eye-catchers around the store. 
In recent years, there has been a decided trend 


appliance dealer can insure a more profit- 


able volume each Christmas than the tradi- toward bringing humor into Christmas display 
tional setting up of a Christmas tree in the and to use bright, sprightly ideas which are guar- 
window and displaying wreaths, holly, Santa anteed to stop more buying traffic. 
























A small department store in Milwaukee, Wis- 
4. consin, provided “free checkroom service” to 
relieve the shopping strain on women loaded down 
with packages. Permitting them to check all of their 
packages in large grocery-type bags, while starting 
out after more, made each shopping expedition less 
of an ordeal and here again, built up a lot of grati- 
tude, translated into more sales. 











A sly bit of humor which never fails to pro- 
10. voke laughter from window visitors at a 
Kansas City department store, shows an attempt 
by youngsters Jack and Judy to gain a huge volume 
of gifts for themselves. Shown in a window display 
is a huge fireplace, with Christmas tree, huge stock- 
ings and all. Set just inside the fireplace is a 
monster bear trap, three feet six inches wide, with 
cocked spring, and a piece of cake resting on the 
trigger for Santa Ciaus. Around the corner of a 
stairway leading up out of the window, are shown 
the faces of a tiny boy and girl, eyeing the fireplace 
avidly! 
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5 In Denver, Colorado, an enterprising store 
= manager won the attention of thousands of 
youngsters through the Christmas season when he 
extended almost 500 feet of electric train track all 
the way around the walls of the store, running along 
the ledges above merchandise shelving, and between 
cases on inexpensive “bridges” constructed of planks. 
Six transformers spaced along the 500 feet of track, 
provided power, and a 15-car electric passenger 
train ground continuously around the long route, 
throughout selling hours. No matter what depart- 
ment a customer might be shopping in, she was 
certain to be “electric train conscious” at some time 
or another, as the toy train highballed through. The 
store’s sales of electric trains hit an all-time high. 


1 Undeniably expensive, but a traffic-stopper 
1 = of major proportions is the “Christmas tree 
of ice” which a leading Dallas store puts on exhi- 
bition in its lobby every year. Built of copper tub- 
ing, with over 1300 branches, the “tree” is really 
an intricate erection of refrigeration lines, to which 
is applied some 10 tons of refrigerated capacity. 
Frost naturally forms on all of the copper pipes, with 
the result that the tree becomes a shimmering thing 
of loveliness, bound to excite all ages. It is “de- 
frosted” every Sunday, and builds up to its full 
glory by noon on Monday. More than 100,000 people 
have visited the store to date to enjoy this unique 
interpretation of the Christmas tradition. 
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Here are 12 clever ideas which were utilized 
by retailers in various fields during the 1952 holi- 
day season and which, as each of the users was 
able to enthusiastically report, had excellent 
results: 
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6 Proof that an appreciative public will always 
» spend more in the store whose window displays 
elicit strong interest was furnished by a small retail 
store in Dothan, Ala., which provided a “Christmas 
organ scene.” A model organ, built from cardboard 
tubes and wood, with realistic keys, was placed in 
the window, finished in bronze and gold. In front 
of the organ, an expensive doll, beautifully clad in 
white marquisette to simulate an angel was placed. 
Electric motors and wires moved the hands and arms 
up and down on the keys, to give the impression that 
the organ was actually being played, while an auto- 
matic phonograph provided organ music through 
speakers over the door. The beauty of this display 
and its serenity attracted more window visitors than 
any other previous display. 





12 Down in Nashville, Tennessee, a leading 
s store has shown continuously good results 
with a “lollipop horse.” Built of hardwood, this is a 
giratfe-like animal with a neck six feet long, set 
up in the middle of the department. Bored along its 
back, and along the back of its neck, are some 240 
small holes, into which the end of a lollipop stick 
fits securely. Festooned with lollipops of all colors, 
the “lollipop horse” is there to greet all juvenile 
Christmas shoppers, and every youngster is invited 
to pick one for himself—replaced as soon as he is 
out of sight. While the lollipop horse cost only $12 
to construct, and some $50 worth of lollipops are 
given away each Christmas season, sales, as a direct 
result, increased by more than 35% during each 
consecutive Christmas. The same idea is now used 
for other holidays of the year. 
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AN IMPORTANT time-sover at Schleicher’s in White Plains is a special yoke 


attachment which permits any 
n the test benct This pe 


rmit 


TV chassis 


the customer 


to be hooked up to the picture tube 


; own tube to be left in the cabinet 


SPECIAL TEST BENCH designed by engineer-dealer Moe Schleicher and will 


provide several different readings simultaneously with just one ‘‘prod’’ and one 


ground being used 





A System for Cutting TV Service Costs 


The only variable in TV service costs, say Moe and Milton Schleicher of 


White Plains, N. Y., is time—and time is a big factor when your service vol- 
ume is $60,000. So they concentrate on cutting it down with method short 


cuts and by using test devices and equipment of their own design 


“AW O important cost factors are 
involved in television service to 
Parts rep 


cannot be 


day—parts and labor 
resent fixed costs and 
changed. But labor means time 
and time is variable. How to make a 
profit? Cut the time factor and 
make your labor more productive 
Schleicher Radio and ‘Television of 
White Plains, N. Y., has done just 
this. After some twenty vears in the 
radio and appliance field, plus a back 
ground of working with T'V since its 
start, the suburban New York dealer 
has made an approach to service that 


is both practical and systemati 
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We don’t claim we are making 
much money on. television service 
ight now iv the brothers Moe 


ind Milton Schleicher. 


tend to do so in the future.” And the 
future for the Schleichers is just 
round the corner 
Gadgets That Work 
In the effort to cut the time or 


labor involved in tracing ‘I'V receiver 
ills, Moe Schleicher has brought a 
wealth of technical skill to the firm. 
A graduate engineer from 
Rensselaer Institute, he 


electrical 
Polytechnic 


“But we in- 


myriad of electronic 
to his shop that would spin 
the head of a non-technical man 
But the important thing is that they 
work, both in cutting time and in 
a better job 

Here are a few examples: a modified 
which, rebuilt from its 
original 12 to 22 tubes, does a more 
thorough job and gives greater con 
trol of the wave pattern; a special test 
bench designed by Moe which, with 
one prod and ground, gives several 
simultaneous readings on various 
meters; specially made-up magnets 
for attaching ground lines to receiver 


has applied a 


gadgets 


doing 


1 
osc illoscope 
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By N. Bleecker Green 


chassis just 
1 ground; 


snap on” to complete 
a special sweep generator 
unit worth $1,200 which the brothers 
claim to be one of the few used at 
the retail level. 

he vacuum cleaners by the 
Schleicher test benches are no joke. 
lhe cleaners, equipped. with a heater 
coil in a special nozzle, are used to 
test for intermittent shorts with a 
hot air blast. No waiting here. 

[hese technical advantages of the 
Schleicher shop are really a form of 
thinking in advance. Much of the 
work has been done for the repair- 
man, such as figuring out what lines 
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VACUUM CLEANERS at test benches speed cleaning, and also have a special test 


function 


With the cleaner reversed to blow and a special nozzle with a built-in 


heating element attached blast of hot air heats up parts quickly to help tests. 


for this or that hookup. Leads, al 
ready measured and tagged for specifi 
jobs, are mad up and waiting. 

The ability to quickly match a 
yoke with the components of a set 
(the picture tube usually stays in the 
home) and get it working quickly is 
a prime example of the time saver 
angle on Schleicher’s service. Where 
a less well equipped and experienced 
shop might take an hour to set up 
such an arrangement, Schleicher’s has 
it going in a matter of minutes. “And 
we don’t run the risk of damaging 
the picture tube here on the bench 
or in the truck,” adds one of th¢ 
servicemen 

All this is pait of the 
effort to cut time from the tracing of 
TV receiver ills. The Schleichers ar 
trying to think some of the problem 
out ahead of time and, by 


concentrated 


systema 
tizing them, get the job done faster 


Systems Cut Costs and Time 


A good example of the systemati 
approach is the method used for 
charging for repair work Moe and 
Milton went over their books 
years back and cam«¢ up with a system 


of not 


Cvel il 


book charging. Kach repall 


man has a loose-leaf notebook on his 
bench. ‘The various circuits and pos 
ible troubles are listed in it. They 
ire Organized in circuits or related 
grouping ach one has a correct 


harge for repairing the specific mal 
function, plus the correct price for 
the part replaced 

How did they these 
charges? ““We based them on our past 
experience and on the fact that we 
know just about how long it should 
take to do a certain job,” they reply. 

If their repairman does two jobs 
in the same circuit as outlined in his 
notebook he charges the price of the 
higher one, plus one dollar for addi- 
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tional labor. Repairmen make out 
their own bills, using the usual car 
bon forms for control, receipt, etc. 

(his notebook system of charges is 
ictually a time charge—based on_past 
But with the fixed charge 
sctup, (which compares favorably and 
competitively with other dealers in 
the area) the Schleichers can give 
everyone the same price. And, as their 
equipment and application of con- 
iderable know-how ups the produc- 
tion rate of each serviceman during 
his working day, the ability to make 
becomes a reality. 


( xpc ricnce 


mone 

Ihe systematic approach is being 
carried further. In a few months, the 
brothers should know about what the 
serviceman, both inside and 
produces in his working day. 
\ set of control sheets have been set 
up and soon they will give the aver 
ige number of sets and the average 


iverage 


outside, 


dollar volume achieved by each man. 
When the firm pays an outside 
erviceman $100 a week, he must 


produce to keep the business in the 
black. Moe figures that his five out- 
ide men must do at least $50 worth 
of business each day if the store is 
to break even, because it costs $26 a 
day for truck, salary and insurance 
just to keep a man on the road—a 
figure which excludes overhead. 


They‘re Looking Service 


But the Schleichers are not just 
ontent with the service volume which 
they now have. Although the present 
volume from TV service alone 
amounts to about $60,000, they in- 
tend to up this to where the shop will 
handle from one half to two-thirds of 
the service in the White Plains, West- 
chester area. Schleicher’s wants greater 
volume and production. 

(Continued on page 90) 
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charges are listed in loose-leaf booklets provided for each serviceman 
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LABOR CHARGES (which are always the same for any given repair) and parts 


All he has 
to do is look up the repair being done and write out the charge slip 


NET RESULT of Schleicher’s reputation for fast, reasonable, quality TV service 
is a customer confidence that enables the store to sell TV at list prices in a 
market where discounts are the rule rather than the exception 
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24 Extra Salesmen 


eminent 


The two dozen service men at Anniston Electric ‘Company, Anniston, Alabama, who sell 


while they service, get little sales training and do most of their selling outside, but they 


manage to account for upwards of 25 percent of an annual $750,000 appliance volume 


Y 10 o'clock every morning, 
| Frank Kirby of Anniston, Ala., 

has 30 appliance salesmen in 
action. For an appliance store in a 
city of 40,000 population, that’s a lot 
of salesmen. But Kirby, who owns 
and operates the Anniston Electric 
Co., one of Westinghouse’s largest out- 
lets in north Alabama, has a system 
that is practically unique in the history 
of salesmanship. 

Kirby's program, which has enabled 
him to open two big and modern 
stores, and to average an annual sales 
volume of around $750,000, is based on 
one simple but successful practice—his 
24 service men double as salesmen. 

“Since | opened the business with 
one man and one salesman 
back yonder in 1936, it has been my 
conviction that service can never be 
divorced from sales,” declares Kirby 
“Therefore, when we take on a new 
service man, he also becomes a new 
salesman. This doesn’t mean that he 
will be expected to neglect his service 
duties in any respect—that comes first, 
always—but it does mean that he has a 
chance to pick up considerable addi 
tional income through his ability to 
sell as well as service appliances.” 


MTVICe 


How the Plan Operates 


To see how the Kirby plan operates, 
follow one of his top service men for 
a while during the average day’s work 
Alvin Gibbs, a veteran of eight years 
in the Anniston Electric Co., service 
organization, has a good personality 
and is able to “sell himself’ when 
talking to the company’s customers 
Gibbs has had no special training in 
salesmanship, nor have any of Kirby's 
service men, They do not “sell by the 
book” but develop remarkable powers 
of analyzing customers, presenting a 
sales pitch and overcoming sales re- 
sistance, even while working on a re- 
pair or service job. 

Gibbs checks in at 8 a.m., and goes 
to work on whatever repair work has 
been assigned to him. By 10 o'clock, 
Kirby has called his service men to- 
gether, distributed their service orders 


PAGE 64 


By AMASA B. WINDHAM 


to them and has started them through 
out the Anniston area on their service 
jobs for the day. Gibbs’ first call is on 
a household in the northern part of 
the city, where the lady of the house 
has reported a door catch loose on a 
refrigerator. Kirby mentions to him, 
almost casually, that the refrigerator is 
a 1946 model, and Gibbs knows im- 
mediately what to do 

He presents himself at the door as 
a polite and friendly service man, ready 
to make the necessary repairs. W hen 
in the kitchen, as he works at the re 
frigerator door screws, Gibbs keeps up 
his friendly conversation with the 
housewife, noting all the time the 
number of the refrigerator, its general 
condition, and sizing up the customer. 
Finally-he gets around to saying some- 
thing like: ‘“‘Mrs. Jones, your refriger- 
ator has served you a long time and it’s 
now about seven years old, We can 
offer you an exccllent allowance for it 
on a new one. You'll find the new re 
frigerators have several time and work 
saving features.” 

If Mrs. Jones shows immediate in 
terest, Gibbs lets her talk and ask all 
the questions she desires. He knows 
how much the company will offer her 
on a trade-in and is authorized to go 
ahead and make the commitment if 
she desires it. In his pocket is a rate 
chart which shows exactly the amount 
she can pay in monthly payments on 
the balance, and he is prepared to sub 
mit a trade-in proposition on the spot 


Invitation is Extended 


If the housewife shows interest but 
is not ready for a replacement at the 
time, Gibbs extends her a friendly in- 
vitation to the store to look over the 
new models and receive a demonstra- 
tion. If her interest is short, Gibbs 
thanks her and leaves, telling her to 
be sure to call whenever she needs 
service. Outside, he jots her name 
down as perhaps a future prospect, and 
back at the store he reports on his 
contact, and is credited with finding 
a potential customer. Gibbs and the 
other service men are protected on 


their prospects. If they do not make 
the actual sale, they are rewarded with 
$50 in cash for every 10 tips which 
result in later sales. 

(hrough such service procedure, 
Gibbs sold an average of better than 
12 major appliances a month last year 

approximately 150 all told. He gets 
full commission on such straight sales, 
in addition to his salary as a service 
man. 

“In organization, we have no out 
side salesmen,” explains Frank Kirby 
“In reality, we have 24 working all 
the time. ‘The percentage of sales 
through service personnel, over and 
above our regular six-men sales force, 
easily runs from 25 to 30 percent.” 

Kirby does not utilize any special 
program in preparing his service men 
to sell. He follows the accepted pro- 
cedure, of course. That is, he (1) sends 
service men to the occasional schools 
which his distributor 
holds his own 


conducts; (2) 
school about 
every three months to keep his men 
informed of new products and repair 
methods; (3) allows the service men to 
sit in on his weekly sales meetings, 
and (4) keeps them posted at all times 
on the replacement value of trade-ins 
I'he innovations which he uses are in 
allowing the service man to make the 
commitment on the trade-in value of 
used appliances, and to complete the 
sale of new merchandise himself 


service 


This System Works Better 


“We find that this system works 
considerably better than advertising, 
sav, a flat $50 trade-in allowance re- 


gardless of condition,” Kirby declares. 
“In the first place, the psychological 
effect is to let the customer know we 
are allowing him as much as possible 
on his old appliance, without making 
him think we are just trying to get rid 
of as much merchandise as we can. In 
the second place, we are playing fair 
with our own business, and thirdly, we 
let the customer know we have confi- 
dence in our service men’s ability to 
judge and discuss the products. 

“In all the time that we have fol 
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lowed the practice of allowing the 
service men to handle trade-ins, this 
confidence has been entirely justified. 
Neither the company nor the cus- 
tomer has ever lost through the trans- 
action.” 

Trade-ins are taken to the company 
warehouse, reconditioned if possible, 
and displayed for re-sale in a special 
display area. About one-third of the 
replaced appliances must be junked 
after as many parts and usable material 
as possible are salvaged from them. 
Sometimes used appliances are adver- 
tised in classified or small display ads 
in the newspapers, and the turn-over 
is fairly brisk. Occasionally, if the com- 
pany gets loaded on washers for ex 
ample, it will rent a washer for $5 per 
month and allow the rental to apply 
on a new unit. 

The Anniston Electric Co., service 
department is the pride of the organ- 
ization. Approximately 40 percent of 
the space in two downtown stores 1s 
devoted to the service department. 
lhree men in the department are spe 
cialists in small appliances, two work 
on radio and television, three are on 
the television antenna crew, four are 
specialists in wiring. All of them sell 


All Appliances Repaired 
All brands, types 


pliances are repaired and serviced by 
the company, which carries a multi- 
thousand dollar stock of parts. In ad 
dition to the quarterly service schools, 
a special annual service clinic 1s con- 
ducted by J. C. Harrison, service rep- 
resentative for Moore & Handley, 
Westinghouse distributor at Birming- 
ham, or by representatives of the 
manufacturer. At this meeting, films 
are shown and a round-table forum is 
held to thrash out all service problems. 

Frank Kirby believes in his service 
department and 1s convinced that his 
plan of utilizing his service men as 
salesmen is in keeping with the best 
traditions of appliance service. Says 
he: “ ‘Service’ after sales should not be 
considered a slogan but, rather, a 


pledge.” End 


and models of ap 
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ALVIN GIBBS (left), one of Anniston Electric Company's top servicemen-salesmen ON HIS WAY every morning by 10 o'clock, Gibbs, like all of Kirby's service men 
gets his service assignments for the day from Frank Kirby, head of the firm. carries sales contracts, monthly payment rate charts and literature with him. 
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PRESENTING HIMSELF ot the door ready to make the desired repairs, Gibbs KEEPING UP a friendly conversation, Gibbs does the service job efficiently, lets 
easily ‘sells himself’, begins to size up the housewife’s possibilities as a customer. the housewife talk, listens attentively while she ‘’sells herself on a new appliance,” 
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IMMEDIATE INTEREST is shown by housewife and Gibbs is ready with literature GIBBS IS SUCCESSFUL in sales pitch and signs up housewife for a new appliance. 
on appliances. With no training, he has developed successful methods of selling. Last year, in addition to his regular service work, he sold 150 major appliances. 
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Housekeeper “trio”, a combination offer of washer, tubs and iron, made to draw new customers to Britt’s of Orlando, Fla., sold... 


500 Washers in Two Months 


wringer wash 


POTAL of 199 
A ers sold in two 
than 30 every working day 
that’s the kind of result which Britt's, 


weeks—mort 


Inc., of Orlando, Fla., gets with a 
tailor-made, properly staged promo 
tion 

When Ernest Kelly, owner of th 


firm, and Bob Jones, his general man 
ager, hung up this great record during 
January 1953, the only thing that 
stopped them from doing an even 
more creditable job was the fact that 
their supply of wringer washers ran 
out. In April and May, when the sup 
ply began to flow again, Kelly and 
Jones continued the campaign, sent 
their force of 28 salesmen into action 
again and sold four more carloads 

more than 500 wringer washers—in the 
two month period. 

“I believe we could have sold dou- 
ble that amount if we could have con- 
tinued getting them,” declares Kelly, 
matter-of-factly. 

Kelly and Jones are old hands at the 
business of staging promotions and 
the wringer washer drive is tvpical of 


PAGE 66 


their successful sales campaign It 
was devised to reach the credit cu 
tomer and the buyer in the low in 
come brackets. In the past few yea 


more and more of this type of buyer 
have settled in central Florida, and no 
one knows better than the operators of 
Britt’s how to get results from such 
planned campaign. 


Sales Volume Triples 


It is this ever-present promotional 
spirit, Originating with the top officials 
and out by an enthusiasti 
sales force, which has increased Britt's 
annual volume from $300,000 
three years ago to more than a million 
dollars at present. The company, with 
three stores in Orlando and one in 
nearby Winter Park, has long been 
one of General Electric’s steadiest out 
lets in central Florida. 

“We always keep a promotion go 
ing,” explains Bob Jones. “It’s the life 
of our business. In order to reach the 
kind of prospect we want, we must 
aim the promotion right at this cus 
tomer. He is the man who buys on 


( arnied 


sale 5 


redit, the $50 a week man. We're get a customer on the books and get 
willing to let other dealers fight for the him coming in to the store to make his 
riage = trad« Our experience on payments, we can keep him on the 
charge accounts has been that if we Continued on page 94 





in Orlando suburbs with 
Their efforts were a major con- 


OUTSIDE SALESMEN, 28 of them, went canvassing 
the combination offer loaded on small trailers. 
tributing factor to the final success of the campaign 
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on parts for the company 


NIVING SCrvice 1 com 

mission of 75 on all labor 
J volume has more than doubled 
production at Ellis Radio 
Service in Arlington, Va 


supe rVISOI 


employ CC 


Sales 


and 


I'he policy has cut comebacks by 50%, 


boosted service volume to $50,000, 


and created better employee morale, 


reduced absenteeism, and_ practically 


Moreover, 


eliminated shop turnover. 


in a desire for increased earnings 
through repeat busine repair serv 
icemen have improved customer rela 
tions through more conscientiou 
recommendations and salesmanship 
on repair work on appliances, tele 
vision and radio, and by thoroughnes 
in carrying out repal 

Because he mside the rep 
hop as the core of an appliance op 
ration, C. L. Ellis, owner, was dis 
itished with a salary ipproach to 
hop labo SO he ( ited three Cpa 
ite shops for washer repairs, radio 
repa ind television repairs and 
turned over one shop to each of hi 
three best mechanics. He left to th 
men the ponsibility for maintaiming 
high standards of repair work 

lhev were given a fre hand to 

mplish = thi in anv wav they 
vished: th ould hire and_ train 
men, or employ part-time skilled m« 
hani ind work out their own rates 
if par he vas to be no ceiling 
mn the earnings of supervisors; they 
vould get 75% of all labor charge 
but no commission on parts. How 
ver, full ponsibility rested with 


efficient re 


prompt and 
I I 


Every Man a Partner 


“Every man working with me is in 
business with me, and I have found 
that it pays off,” says Ellis. “It has 
eliminated most of the shop prob 
lems appliance dealers are so familiar 
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5% Protit on 
Service Labor 


Each of three working service supervisors at Ellis 
Radio Sales and Service, Arlington, Va., gets 75% 
of all labor charges and runs his own shop—a pol- 
icy which has boosted service volume to $50,000 
and leaves a 25% profit on labor and all profits 
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BECAUSE HE KNOWS thot 75 percent of all labor charges are his (and that he won’t 
get paid for a callback if the first repair is unsatisfactory), the washer service supervisor 
at Ellis Radio tells customer all that’s wrong with washer and what repairs will cost. 


with. We introduced this pay plan 
in the new Manassas (Virginia) ap 
pliance dealership we opened, and 1 
pair volume more than quadrupled 
within three months, due to the hard 
work and enthusiasm of the men. 

“They don’t want to be idle, they 
don’t want to take vacations. It kills 
them to do a job over because they 
have to do it without pay. They are 
heart and soul in this business with 
mec, and believe me, they make it 
vorth their while.” 


Company Profits Good 


I‘llis points out that the net result 
to the dealer is a 25% gross profit on 
labor. In addition, all profit on parts 
tays with the Plan 
vherein commission 

paid on labor and parts, maintain 
Millis, are faulty and undermining to 
i dealer’s profits, for he is not only 
giving away a large share of his profits 
but getting into bookkeeping prob 
lems impossible to straighten out. 

In the Arlington shop, Ellis Radio 
Sales and Service has a supervisor of 
washer repairs who nets about $7,000 
vearly after he has paid his two assist 
mts about $60 each a week. The radio 
nets about $6,000 a 
paying his assistant $60 


company 
a percentage of 


hop superviso 
year, atte 
veekh 

The television 
$7,000 a vear net, after he has 
off his three assistants at 
weekly wages of $65-$70 

The setup makes a specialist of each 
serviceman. Each supervisor analyze: 
the trouble in an appliance or televi- 
sion set, and assigns the job to his 
assistant. It is his responsibility to 
check on every appliance coming in 
and on the workability of every ap 
pliance going out. It is also his job 
to go out on all calls to the home for 
service 


eam 
paid 


Various 


supe rvVIsor 


1953 


“It is a mistake for dealers to keep 
their supervisors in the shop, and send 
any serviceman who happens to be 
available out to a home,” says Ellis. 
“Put your best man on the truck. He 
will do the best job for you in meet 
ing the public, building repair volume 
ind bettering customer relations. He 
will inspire greatest confidence.” 

Illis illustrates with an example of 
the kind of salesmanship a good super 
visor is capable of. A customer called 
in their washer serviceman for what 
ippeared to be a pump cleaning r¢ 
pair. The supervisor pointed out that 
the center post of the washer was 
vorn, water was getting into the trans 
mission and the grease was 
out This was the real 
trouble. Any patchup job would be 
unsatisfactory and would mean higher 
repair bills on work left un 
done 


running 
SOUTCC of 


needed 


Vhe same kind of salesmanship is 
demonstrated by the radio 
upervisor and television repair super 
VISO 


repair 


They are just as alert to replace 
ments when repair costs are beginning 
When ir 
television set 
three or fou 
costly, the 
invited the cus 


to run up on a customer 
pairs to a 14” 
they had serviced for 
years became increasingly 


screen 


television supervisor 


tomer in to the store to look at tel 
ision sets. A larger screen ‘TV set 
vas sold the customer on which the 


rviceman earned a 5% commission 
It is up to the supervisors to keep 


1 record of all sales and service cus 


tomers, appliance, radios and _ tele 
vision sets sold, age, model and re 
pairs done. They note any interest 


in prospective purchases 

The supervisors also turn over to 
each other names and addresses of 
customers who inquired about a re 
pair on one of their calls. For example 


ad raaio repall SUPCIVISOL questioned 
about a washer out of order will refer 
it to the washer repair department. 
his is promptly followed up by the 
washer superviso! 

rom these records future volun 
is built up by the supervisors by tele 
phone calls during idle periods, Thes« 
records are also a source of prospects 
for used appliances, radio and tel 
vision sets. 

Both Ellis and his supervisors work 
at increasing repair volume. Custom- 
ers are called, repairs inquired into 
and service offered. 

When there is time appliances are 
reconditioned for resale. This labor 
is paid at the rate of $2.50 per hour 


Dealer Must Oversee Men 


‘T do not want to give any dealer 
the impression that all he has to do is 
turn over his shop to a supervisor and 
forget about it,” says Ellis. ““There is 
nothing further from the truth. A 
dealer has to keep checking on work 
done, checking with his 
vatching rates 


supervisor, 
charged customers, 
vhether the work a customer 
vas Charged for was actually done. Far 


one of the shortcomings of the plan 


Wing 


is the opportunity it gives an unscru- 
pulous serviceman to charge excessive 
repair costs on a very minor job, or 
mitting to do the job altogether. 
(his can be ruinous to a_ business. 
When this happens, you fire the man.” 
Working closely with the repair de- 
partment, Ellis reviews repair orders 
watches charges, checks to see repairs 
ind charges were satisfactory. 
Fvidence of the success of the plan 
; apparent in the stable work record 
of his eight servicemen. There has 
been no turnover in the last year-and- 
a-half. Two of his supervisors have 
been with Ellis seven and eight years, 
another for 22 years. End 
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Free One-Year Credit 
SELLS REFRIGERATORS 


Luckoff Furniture’s policy of allowing Columbus, Ohio, refrigerator cus- 
tomers to make payments over a period of a year with no finance charge 
helps move 400 units a year—and keeps trade-in allowances to a minimum 











By Frank A. Muth 





THE LADY who buys a refrigerator at 
Luckoff’s in Columbus, Ohio, can spread 





two blocks away gets good traffic, but extra inducement was needed to draw traffic to their appliance outlet be easv for both the customer 


and the appliance dealer. 

Luckoff’s Furniture, 259 East Main 
St., Columbus, Ohio, offers their cus 
tomers free credit if they buy their ap- 
pliance on a one-year plan. ‘Those who 
prefer to buy for 24 months pay six 
percent a year. 

“About 50 percent of our people 
buy refrigerators on the one-year con- 
tract,”” says Phil Goldberg, store man- 
ager. “But of the other 50 percent who 
buy on a two-year contract, over half 
later change their minds and use the 
one-year plan. 

“This arrangement gives us a 
greater turnover of our money, and 
helps us get sales when we ordinarily 
wouldn’t,” Goldberg adds. ““The main 
reason we like this setup is that by 
offering no charge for credit, we can 
offer our customers additional savings, 
and don’t have to give a big trade-in 
allowance. We don’t go in for selling 
trade-ins and if we take them, we dis- 
pose of them through other outlets.” 

Making credit payments in the store 
helps Luckoff’s sell additional appli- 
ances and builds better store-customer 
SUCCESSFUL TRAFFIC builder was Parade of Kitchens promotion for which Crosley shipped in seven complete relationships. Each time a customer 
kitchens. This resulted in immediate sales of 60 refrigerators, nine ranges, 10 sinks, 20 washers, many cabinets. comes to make a payment, he gets a 


POOR LOCATION was one of the reasons why Luckoff’s offered free credit policy. Luckoff-owned department store C REDIT is selling. And credit can 
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oe 





her payments out over a year with no finance 
to take two years she will pay interest 


tamp for cach dollar value of his pay 
ment. These stamps can be applied for 
1 dividend prize. Some of the prizes 
the most popular was a ‘TV lamp 
ire not worth a great amount (all are 
figured at a | percent basis), but the 
ustomer thinks he is getting a real 


Dividends Help Add Sales 


\\ tarted giving these dividend 
rifts last July,’ Goldberg points out, 
ind it definitely helps us get next to 
the ] pect to make another pitch for 
in additional appliance. For instance, 
ve suggest that they buy another ap 


plian they can earn more stamps 
ind get a larger gift. We've picked up 
ibout 15 or 20 percent in sales we 
vould have lost. Actually, the stamps 
were designed to give the prospect an 
expression of our appreciation for their 
prompt payments. We believe it leaves 
the customer with a good impression, 
even if they don’t want to buy some 
other appliance. Frankly, our credit 
policy is made necessary by the type of 
customer we serve. Most make below 
$100 a week and the average is just 
$65 a week, In addition to the credit 
policy, we are also lenient with service, 
too. If something is just a little out of 





charges and if she 


of only six percent. back 


warranty we take care of it. We find 
this our best form of advertising 

Ihe satisfaction that is created b 
Luckoff’s credit policy for their cu 
tomers pays off. So many peopl end 
in their friends that about 20 percent 
of the 400 refrigerators they sell a year 
ire leads from former customers. 

[here are no exceptions to the fre« 
one-year credit offer. Even when tli 
firm (in cooperation with their di 
tributor, Scioto Sales) undertook an 
imbitious Parade of Kitchens promo 
tion last July, the credit policy was in 
ctect 

Up until two years ago, Luckoff’ 
carried about 10 lines of appliance 
but they changed to Crosley and now 
believe they can do a better job by 
carrving one line. For the Parade of 
Kitchens promotion, Crosley shipped 
in seven complete kitchens from apart 
ment size up to the most complet 
and expensive kitchen for a mansion 
In the ten days that the kitchens were 
set up in the store, Luckoff’s drew 
ibout 3500 people. Immediate results 
included 60 refrigerator sales, 9 ranges, 
10 sinks, kitchen cabinets, bases, and 
10 complete kitchens and 20 auto 
matic washers. Many additional sales 
were made by followup. The store 


ELECTRICAL MERCHANDISING—DECEMBER, 1953 


WHEN SHE MAKES her monthly payments at the store she is given trading stamps which can 
be applied toward dividend gift—worth one percent of the price of the appliance purchased. 


follows up by phone, they don’t do 
iny outside selling 


A Good Promotion 


Our Parade of Kitchens was a real 
ood promotion, ivs Goldberg, “‘It 
vas a chance for us to show how the 
refrigerator and other appliances fit into 
i kitchen. We'd advertised the promo 
tion with ne wspaper, I'V, and radio 
Many people came to the store 
equipped with their kitchen’s dimen 
sions. ‘They not only had a kitchen 


laid out for them by a factor 


entative, but we had a chance to sell 
ome new items for their kitchen 
“A packing firm here in town sup 


plied ham so we could serve ham 
sandwiches, and the Pepsi Cola Com 
pany supplied the drinks,” Goldberg 
continues, “A wholesale grocery sup 
plied food for the kitchen cabinets so 
the kitchen would look natural, A 
food packaget put food in the freez 
ers. ‘The people really liked it, and it 
sure put real prospects in the store 
Sometimes they come just because 
prizes are offered. Sure, we had prizes 
Each day two baskets of food and a 
Crosley clock-radio were given awa\ 
At the end of the promotion we gave a 
refrigerator away as a grand prize.” 


A DISPLAY of gifts exchangeable for trading stamps helps lure time payment customers 
When customer has enough stamps to get gift she is ready for another purchase 


Ordinarily, Luckoff’s runs about 
$400 in radio, and $600 in newspaper 
idvertising per month. But the pro 
motion offered this last summer with a 
minimum of advertising was very suc 
cessful in drawing prospects. ‘They 
have a department store about two 
blocks up the street where they sell 
all department store items, and they 
have heavy trafic there, but only a few 
ipplhiances or pieces of furniture are 
shown, So, many people don’t visit 
the appliance and furniture store. But 
the Parade of Kitchens promotion did 
the trick, and brought the people in. 

The same credit policy—no charge 
for one year—was in effect for the pro- 
motion,’ Goldberg concludes. “Some 
of the people who came had never 
been to the store before, and were not 
familiar with our program. So we were 
happy to acquaint them with our pol 
icy. Actually, we have almost no trou 
ble with the plan. We have less than 
10 percent of the credit applications 
rejected because they are poor risks— 
and that is about par for the course 
with other dealers. 

“Most of the customers who start a 
one-year credit plan and stick to it find 
that the saving is worth a lot to them, 
and it gives us a lot more sales.”-—End 
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UNDERLYING CAUSES 


LACK OF EXPERIENCE IN THE LINE 
LACK OF MANAGERIAL EXPERIENCE 
UNBALANCED EXPERIENCE* 
INCOMPETENCE 


DISASTER: 

WAR MOBILIZATION 
REASON UNKNOWN 
TOTAL 





On the part of the prin- 
cipals, reflected by .. 


Evidenced by inability 
to avoid conditions 


which resulted in .... . 


Some of these occur- 
rences could have 
been provided against 1 
through insurance ... 





“Experience not well rounded in soles, finance, purchas! 





APPARENT CAUSES 


Bad Habits 
Poor Health 
Marital Difficulties 


Misleading Name 


False Financial Statement ... 


Premeditated Overbuy 
irregular Disposal of Assets . 


Inadequate Sales 


Heavy Operating Expenses . . 


Receivables Difficulties 
Inventory Difficulties 
Excessive Fixed Assets 
Poor Location 
Competitive Weakness 


Burglary 
Employees’ Fraud 
Strike 


Because some failures are attributed 
to a combination of apperent causes, 
the totals of these columns exceed 
the totals of the corresponding col- 
vmns on the left. 


How Credit Reports 
Help Stop Retail Failures 


The more complete the credit report we have on a dealer, says Dun & Bradstreet, the more protec- 
tion he will have against the causes of 85 percent of all appliance, radio TV dealer failures 


{ Pale the shadow of the “el 
tracks on the east side of mid 
town Manhattan is the Salz 

man Electric Co., a neighborhood 

appliance store which has been in ex 
istence within a block of its present 
location for over 30 years. Under th« 
guidance of owners Mr. and Mrs. Harry 

Salzman, the business has shown slow 

and steady progress over this period 

and in 1953 the store facilities were 
enlarged to match up with an increas 
in volume and a modest 
net worth. 

One of the reasons for this growth 


mcrease i 
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od credit rating 
dence of supplier 


l 1 pr 


While most of our suppliers know 
us through years of dealings,” 
Salzman, we do use 


Harry 


tanding from time to 


ing a new account, perhaps ordering 


from a concern 


traded with for many 


established 
made 


trading record is 


ind the conh el 


in extending 


our credit 
time in open 
that we have 
months.” 
Salzmans keep their financial affair ness 
in good shape and over the years have 
a trading record that in 
spires confidence, largely because in- 
formation on their financial affairs and 
available to 


trical 


credit 


Belle 


our 


Says 


not 


he 


radio-I'V 


suppliers 
in regular reports to Dun & Bradstreet, 
the mercantil 
Salzman 
accountant to 
Bradstreet a 


and distributors 
wency. Says co-owner 
We always instruct 
furnish Dun & 


statement at the end of 
the year. We respect the agency and 
feel that this practice of submitting an 
annual statement is just good busi- 
on our part.” 

Unfortunately, not all appliance and 
firms 
Salzman’s—as the table heading this 
article shows 


are as solid as the 


Through reports from 


creditors and regular credit reports 


DECEMBER, 


Total 
Retailers 


NO. 


te. 


1.4) 





Dun & Bradstreet has been able to 
compare the causes of appliance and 
radio-TV failures with overall retail 
failures. The agency makes a strict 
definition of a business failure as a 
withdrawal from business that 
a loss 


causes 
here are many 
businesses that cease operations each 
for one reason or another, that 


to creditors. 


vCal 


cannot, under the Dun & Bradstreet 


definition, be called failures. Even 
though the figures in the table deal 
only with a small fraction of retail 
trade, there are some startling differ- 
(Continued on page 96 
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FToutof 4 LEWYTS 
BOUGHT AS A GIFT 
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... get Christmas 
volume with Lewyt 


“Silver Tray ‘promotion! 


Cash in on Lewyt’s proven gift-appeal! 
Offer this terrific 2-for-1 bargain — 
the big 15-inch silver-plated tray by 
famous ONEIDA plus the sensational 


1954 LEWYT! 
ee 


- 












a 


wnt 






For 2 years, Lewyt’s “Silver Tray” promotion has been 
a coast-to-coast sellout! This Christmas, offered with 
the new 1954 Lewyt, it’s sure to be an even greater 
success! 


The tray is heavily silver-plated, magnificently en- = ‘ se 
graved—sells for $15 to $18 at jewelers right now! Yet, vate? 
its cost to you is incredibly low! Le meee , 


Promote it as a gift offer, trade-in deal... sell more 
Lewyts...pull in floor traffic...create store excitement 
..cash in on the biggest buying-season of the year! 


CALL YOUR LEWYT DISTRIBUTOR 


. | ~HE HAS ALL YOU NEED! 
DO IT He has newspaper mats in 1, 

Listed by 2 or 5 column sizes ...60, 30 
Underwriters’ « and 15 second radio spots... 
Laboratories wit a complete “Silver Tray” plan 


to help you cash in! 
World’s ONLY Vacuum Cleaner with 


automatic 4-WAY rug cleaning! 


LEWYT CORPORATION, Vacuum Cleaner Division, Dept. M-12, 84 Broadway, Brooklyn 11, N. Y. 








Also sold 
through leading 
Canadian 
Distributors 
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Ileas 


move 
merchandise 






McCall's Ideas 





DECEMBER, 
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McCall's Ideas built the most dramatic 
ELECTRIC housewares promotion of 1953! 


The promotion: A national electric housewares 
promotion—coordinated with the industry-wide 
promotion by the NEMA Electric Housewares Sec- 
tion — based on gifts for the ‘June Bride,” an idea 
taken from the pages of June McCall’s. 1,000 retailers 
used McCall’s-designed material ...all of it requested 


in writing. The promotion also received the coopera- 
tion of 28 Electrical Leagues, 6 Public Utilities, and 
9 electric housewares manufacturers. 


Did it work? 71% of the retailers questioned reported 


increased store traffic. 68% reported more merchan- 
dise sold. It worked—and then some! 


These stores won prizes for their McCall's “June Bride“ window displays. 







Grand Prize: 
Noonan Hardware Co., 
Santa Monica, Cal. 








First Prize: 
Housewares Stores — Ott’s, 
Santa Barbara, Cal. 


First Prize: 
Appliance Stores — 
Weatherly Electric Co., 
Ft. Meyers, Fla. 


First Prize: 
Other Stores — 
Jenkins Music Co., 
Kansas City, Mo. 





built the biggest local GAS promotion of 1953! 


The promotion: An entire building at the State Fair 
of Texas devoted to the theme, ““Gas Works Won- 
ders in Your Home,” featuring eight separate dis- 
plays, all based on ideas from McCall’s editorial 
pages, including two complete kitchens from 
McCall’s November issue. 


At the invitation of the Lone Star Gas Company, 


McCall’s planned the entire exhibit—the only 
magazine ever to be so honored! 


Did it work? More than 260,000 persons visited the 
exhibit building in Dallas from October 10 to 25... 
dramatic proof of McCall’s ability to focus national 
power on a local selling situation—in Texas, and 
everywhere else! 








Reception Area — 260,000 visitors saw this. 


Where ideas make sense 
to women, sales for you! 
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One of three complete kitchens on display. 


Part of 94-foot gas range display. 


MeCall 












COLLECTION CALLS on television buyers 


The calls not only protect store against 





So thoroughly does Metro Enterprises, 
Kansas City, Mo., screen TV prospects 
that 15 out of every 25 are eliminated 
even before a salesman calls. When a 
sale is made the salesman collects a pay- 
ment every week—so that the firm gets 


few reverts and sales of $180,000 a year 


are made every week by salesmen of Metro Enterprises 


losses, but in many cases also result 


leads 


They Call Their Salesmen Collectors 


UTSIDE selling still warms up 
6) prospects in the city, but the 

catch is that when an en 
thused momma talks to poppa, thi 
put on their hats and buzz over to a 
discount house, bypassing the poor 
doorbell ringer. 

In Kansas City, Mo., sad faced F. I 
Spires, former Heinz pickle man and 
aluminum ware pusher, has originated 
a plan that ducks this trouble. 

It’s a free trial on a pay-by-the-week 
system 


Free Trial Offer Gets Prospect 


Original lead comes from a r 
ligious radio program, which offers a 
free trial of a television set (or other 
appliance). ‘The prospect picks up het 
telephone, calls Metro Enterprises. A 
busy young woman asks for the ad 
dress and telephone number and say 
she'll call back in a moment. That 
gives the store a chance to verify th« 


name and address. Of twenty-five 
leads fully five have to be thrown out 
for this reason. People give addresse 
of friends or phones, hoping to dicker 
without committing themselves 

Ihe call back is a credit call. ‘Th 
statement, ““We are entrusting people 
with $400 television sets, and I don’t 
think you'll blame us for wanting to 
know something about them,” sounds 
reasonable to most prospects. Five 
balk at telling anything about them 
selves and that leaves fifteen prospects 
out of the twenty-five. Those that do 
give credit information about them 
selves tell only the good things, and 
this must be followed by a check-up 
with employers and the credit bureau 
he fact that a man has a job cat 
ries the most weight, but this second 
check-up eliminates another five 


Out goes a salesman to the remain 
ing ten names, with a television set 
Continued on page 100) 





LEADS for free trials come from Metro-sponsored religious radio program and 


sets are delivered promptly once the 
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prospect’s credit has been checked 





KEEPING CUSTOMERS satisfied is another part of Metr 
alesman’s job They are taught to make minor adjustment 


f t ind instruct Owners in operation 





LITTLE STOCK is maintained in Metro’s low-rent store, since most sales result 
from outside calls, but it is adequate to show the appliances to old customers. 
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Tiny “Personal” table radio—smallest 
ever with the “Golden Throat.” Black 
and beige, tan and ivory plastic. 2R51 

<« $99 95 b 
Se, yee Super “Personal” portable 
has Battery Life Saver switch. Choice —~, 
of six colors. °oB 100 Series $29.95 


s batteries) 


IT’S SO EASY TO SELL | \ 


— The Gift hat Kips Oh Cuaing f - 


‘Tue rusH on RCA Victor “gifts” is already going 
strong—they're just what Christmas crowds have in 
mind! These perfect gift items are giving dealers 
from coast to coast the biggest Christmas they ever 
had. And the famous RCA Victor name means abso- 
lute customer-confidence. 

So check your inventory. Make sure you're really 
well stocked with RCA Victor merchandise, You'll 
find it creates the kind of customers you want— 
satisfied customers! Don’t miss out—call your RCA 
Victor Distributor today! 


iLLGA 




























“Personal” clock ‘ 
radio — excellent AM \\ 
radio and accurate Telechron* 
Clo k. 2¢ 511 Series $39.95 

* clock sur 


plier 













High Fidelity “Victrola” 
table phonograph—the new achievement in 
sound. Now at popular prices! Finished in ma- 
“Victrola” hogany; limed oak extra. 3HES5. $139.95 

3-speed radio- 
phonograph. A fast 
seller! Mahogany, walnut 
finish; limed oak extra. 2US7. $129.95 
















“Victrola” 45 automatic phono- 
graph handles up to fourteen 
ee ee “45's”. 45EY2. $34.95 


a q ( "1( : 
A 2 A, af z ; f + lg witha a ne 4 list 
® y higher in for West and 


New RCA Victor Strato-World 
Tmks DIVISION OF RADIO CORPORATION OF AMERICA 


7-band AM/short-wave portable. 


Powered to pick up the world! 
38BX671. $139.95 cies vatteries) world leader in radio .. . first in television ... first in recorded music 
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Legal Riddles Answered 


Another in our series 
of legal articles 


answers these questions: 


URING the early part of this 
] ) year the writer traveled several 

states, and talked personally 
with many buyers and sellers of elec 
trical supplies. Many important legal 
questions and problems involving these 
persons were discussed. During the 
succeeding wecks, I made special effort 
to locate higher court cases directly to 
point, and which answer certain of 
these legal questions. Hence, the pur- 
ose of this article is presentation of 
egal questions in simplified formula 
tion for the benefit of all readers and 
citations of leading higher court deci 
sions which verify my explanations of 
law. Readers will profit os filing this 
article away for future reference, and 
more particularly for use of lawyers to 
“run down” cases usable to win un 
avoidable future law suits. 


Purchaser ID (om int 


Recently the proprietor of an elec 
trical retail establishment asked: “If a 
dissatisfied purchaser of electrical ap 
pliances delays in stating his complaint 
does this delay justify the seller in re 
fusing to satisfy the purchaser?” 

According to a late higher court de 
cision a purchaser who continues to use 
unsatisfactory merchandise without 
complaining to the seller, within a rea 
sonable period, cannot avoid paying 
for the unsatisfactory or defective 
merchandise, although the. seller 
breached his guarantee 

For example, in Capella v. Taulli, 
53 So. (2d) 271, the testimony showed 
facts as follows: A seller sold a pur- 
chaser a 50-inch flatwork ironer for 
the sum of $1.248 30, $300.00 of 
which was paid in cash and the balance 
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How long can a customer delay a complaint to a dealer about a purchase and not 


have to pay for it? 


Are you liable for injuries received by a customer from an appliance? 


Can you be sued for fraud if you repair or pay for repairs to an appliance that 
doesn’t operate as represented? 


What is the difference between “as-is”, “expressed” and “implied” guarantees? 


How can you sell to a minor and still plug the loophole which provides that you 


can’t force a minor to pay? 


For what are you liable if you refuse to accept ordered merchandise? 


of $948.30 was secured by promissory 
note and chattel mortgage. After 17 
months the seller sued the purchaser 
for the balance due amounting to 
$945.30, plus interest. 

The testimony showed that al 
though the purchaser had failed to 
make any payments during the 17 
months period, yet he had not com- 
plained to the dealer that the ironer 
was unsatisfactory or defective. 

During the trial the purchaser testi 
fied that his reason for failing to pay 
for the machine was that “the heat is 
not sufficient enough to dry sheets and 
they have to be passed through the ma- 
chine at least three or four times be- 
fore they are dry”. Also the purchaser 
testified that the seller had orally mis 
represented the number of towels and 
sheets the machine would turn out 
per hour 

Notwithstanding this testimony the 
higher court ordered the purchaser to 
pay the full balance due on the ma- 
chine. The court said 

“Defendants for the first’ time, 
which was seventeen months after th« 
sale, set up the defense that befor 
purchasing the ironer, plaintiff (dealer) 
represented to them that this machine 
would turn out 70 to 100 finished huck 
towels or 70 to 100 finished sheets per 
hour 4 


tomer Must Read Directions 


According to a late higher court 
decision a purchaser of a dangerous 
electrical device is obligated to read 
the manufacturer’s directions to avoid 
injury from using the device. 

For example, in Bliss v. Jay’s Drug 
Store, 107 N.E. (2d) 409, it was shown 


By Leo T. Parker 


Attorney at Law 


that a drugstore salesman sold to a 
woman an electric vaporizer which had 
a loose fitting lid. ‘The salesman did 
not explain to the woman that the 
loose lid could come off and scald a 
user of the vaporizer. 

The woman failed to carefully read 
the manufacturer’s directions and was 
using the vaporizer on her 5 month old 
daughter when the vaporizer upset and 
spilled the contents on the daughter 
causing very severe burns. In subse 
quent litigation the higher court re- 
fused to hold the retail seller liable 
in damages for the injuries. 

This court explained that a seller is 
not liable for injuries caused by in 
strumentalities which he sells although 
he fails to explain dangerous charac- 
teristics of the device. In other words, 
the duty of the customer is to read the 
directions supplied by a manufacturer, 
and his failure to do so relieves from 
future liability both the manufacturer 
and retailer who sold the device, medi 
cine or other preparation 


‘ Fraud 

\ reader asked this question: “If a 
seller pays repair bills or repairs un 
satisfactory electrical merchandise 
which places the merchandise in good 
condition, does this relieve him from 
liability in damages to the purchaser 
for fraud?” 

According to a recent higher court 
a seller of electrical machinery or 
equipment may relieve himself from 
il] liability on a suit based on fraud, 
if he either makes necessary repairs, Or 
pavs the repair bill. 

For example, in Liston v. Rice, 179 
Pac. (2d) 179, a purchaser had trouble 


with equipment the first day after 
he purchased it. Four days later he 
took it back to the seller and told him 
it was “no good” and stated that he 
was there to rescind the contract. 
After a prolonged conversation the 
purchaser left and took the equipment 
to a repair shop not operated by the 
seller where it was put in good condi- 
tion. The purchaser returned to the 
seller who, after some argument, paid 
the repair bill. Later the purchaser 
sued the seller for alleged fraud and 
misrepresentation. 

he higher court refused to hold the 
seller liable saying that the claim for 
fraud and misrepresentation was fully 
satisfied when the seller paid the re- 
pair bill to put the equipment in 
good operating condition. 


As Is” Guarantee 

Recently a reader wrote, as follows: 
“When and under what circumstances 
is an electrical dealer liable on an “‘as 
is” or “implied guarantee?” 

First, it is important to know the 
legal difference between an “as is” 
and an “implied” guarantee. 

There are two kinds of ordinary 
guarantees, namely “expressed” and 
“implied”. An expressed guarantee is 
one where the seller verbally, or in 
writing, warrants the exact quality of 
the merchandise. An implied guar- 
antee arises only when the seller makes 
no expressed guarantee. 

An “as is” guarantee generally 
means that the purchaser takes the 
subject of the sale without any guar- 
intee. 

Contrary to the opinion of a ma 

Continued on page 102) 
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The No. 1 reason for taking on the Speed Queen Line is that you'll 
make more money, There are other good reasons for handling Speed 
Queen, but higher met profit heads the list, 

With that point in mind, we would like to suggest that you sit down 
with your Speed Queen district manager and talk longer discounts, 
lower service costs, harder-hitting promotions, more complete line, 
etc. Such an interview will prove very profitable. Write or wire today. 











FOR GREATER SERVICE PROFITS— The Question of Color 








Ri f if CONTINUED FROM PAGE 53 
eC e think 


he possibility is summed up this regard but a surprising number 
by one manufacturer this way: “It is pointed out that set price, picture size 


P +. our belief that no special antenna or and complexity of design may be of 
= lead-in wire will be necessary for the more importance. One tube maker, 
1G oe ng t/ (2) reception ot color television. It 1S for example, said he felt that the iIn- 


however noted that the installation of — dustry was over-estimating the willing- 
iny antenna or the use of a particular ness of any great numbers of con- 
type of antenna may become more umers to pay $800 for a small screen 


critical due to the fact that minor color set. 


ghosts which did not effectively dis This problem and others—more 
tort a monochrome picture do result, trade-in business, possibly more dif 
WITH THE on a color television receiver, in out- ficult installations—suggest the pos 





lines of a contrasting ‘and disturbing — sibility of better margins on color sets 

SUPER HIGH-SPEED lor. It is, therefore, our belief that than on their black and white counter 

sreater care than has been shown in part Most companies say simply 

“ie ae x the past will probably be necessar that color discounts will compate fav- 
for adequate color reception. It is ably with black and white. ‘The 

- however, merely doing correctly for a possibility of better margins was men 
> color television receiver what should _ tioned by one or two firms but a third 

pe have been done for the black and company pointed out that every manu- 
white.” facturer would be trying to market as 

here is some difference of opinion low-priced a unit as possible and that 

Sicinidianiet on installation techniques and mate this would rule out increased margins. 


rials. Some firms for example think Dealers who remember the history of 
alignment will be more critical. Others black and white pricing will probably 
say color installations will be no mor be inclined to go along with this con- 
difficult than black and white. Most lusion. 


manufacturers do not feel that special WHAT IT MEANS 
antennas or lead-in wires will be re - eerie ; 


quired. A few think such special Any investigation of color television 
equipment may be required, at least quickly runs headlong into one fact: 
in certain applications. no one knows what is going to happen. 


Merchandising Problems. Today's ‘I! hicre are too many variables still un- 
widespread interest in color television resolved to make it possible to draw 
is somewhat misleading when you try any picture of what the market will 
to predict how difficult it will be to be six months or six years from now. 
sell early model color sects Most Manufacturers and broadcasters alike 
dealers who have seen their black and naintain that they can’t (or won’t) 





white volume suffer somewhat because — predict what's going to happen in any 
of this early interest in color may detail. In that kind of atmosphere it’s 
jump to the conclusion that color sales little wonder that television retailers 
will present no problem. Wher ire confused and that the consuming 
figuring like this goes wrong is in the — public is hesitant. 
issumption that interest in color is Still, it appears that the retailer who 
dentical with a willingness to pay an avails himself of as much information 
MR. DEALER: ‘tremely high price for relativel is is available (and so far as possible 
primitive” color receivers. ill such data has been presented in 


This problem is reflected in the — this article) can hold his own in the 
NOW AVAILABLE FOR SERVICE answers Of manufacturers to the ques current market, maintain his black 
tion of whether programming (its ind white set sales at a respectable 


AN D MOD ERNIZIN G amount and types available) will limit level and lay the groundwork for 


color sales. Most set makers think profitable color business in the near 
programming will have some effect in future Ind 


Gi, ) 
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STOP-WATCH SPEED HEAT SAVER TIME-SAVING SERVICE 
Time. it and see! The Super | Chromalox “2-Units-in-1" Only a few adaptor rings 


High-Speed Chromalox fits heat to small utensils, are necessary to fit the com- 
Rocket beats ordinary units | saves up to 45% of elec- pletely assembled Chrom- 
all the time, every time in tricity cost, keeps kitchen alox elements to all range 
cooking speed. degrees cooler. 











tops. 








The only super high-speed range unit |_ 41 Your 
for ALL electric ranges women mel 





WRITE FOR ROCKET DATA SHEET AND SALES HELPS 


RC-64 


ClnlROM [AILOYK EDWIN L. WIEGAND COMPANY 


7525 THOMAS BLVD. PITTSBURGH 8, PA. | eit THE PICTURE . IT'S THE SET THAT FLOPS OVER!’ 
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G-E MOTORS CAN HELP MOVE APPLIANCES FASTER 


“Equipped with G-E motor’ a strong sales advantage 





When the products you handle are equipped with General Electric shaded pole 
motors, your sales are made easier. The General Electric moto1 Lag does much 
of your selling for you. 


While the motor shown above is driving a ventilating fan... it is also used 
widely on air-conditioning units. furnace fans, and other air-moving produc ts. 
lhe lubricated-for-life, unit-bearing construction means quiet and dependable 
service for the user. 


Cash in on buyer preference by prominently displaying the G-E tag on every 


product with a G-E motor. You get faster turnover with products carrying the 


tag: “Equipped with a General Electric Motor.” If your present lines are not 
equipped with G-E motors... be sure to specify them on your next order. 
General Electric Co., Schenectady. N.Y 704 


Go can fe your confilence n— 
GENERAL @@ ELECTRIC 
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REASONS 
WHY 
HOTPOINT IS YOUR 
MOST VALUABLE 
FRANCHISE 


1. A full Line of Quality-Proved Appli- 
ances. 





2. Advantages of Mixed Carload Buying. 
3. Backed by Extensive National Maga- 
zine Advertising. 

4. Plus Radio and Television With the 


Smash-Hit—''The Adventures of Ozzie 
and Harriet." 




















5. Plus a Liberal Local Dealer Co-opera- 
tive Advertising Program. 

6. A Year ‘Round Promotional Program 
With All Promotions Planned and Timed 
to Provide Greatest Selling Advantage 
At Retail Level. 


ee ue ea 
gram. 

















8. Consumer Recognition of the Finest 
Quality Complete Appliance Line. 

9. Hotpoint’s Understanding of Your 
Problems With an Eagerness To Assist 
in Solving Them. 











10. With Constant Engineering Research 
To Keep Hotpoint Years Ahead of the 
Industry. 

11. Hotpoint Is the Most Aggressive and 
the» World’s Largest Exclusive Manu- 
facturers of Major Electric Appliances. 








RANGES . REFRIGERATORS ¢ DISHWASHERS 


DISPOSALLS® 


WATER HEATERS 
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FRANCHISE EVEN BETTER! 





A00-Nlow 1954 Kofviqonat 


Styled to set the style, Hotpoint’s new 


~, 1954 refrigerator line brings a new and greater 


advantage for Hotpoint dealers 


Aluminum Evaporators 
Swinging Meat-Mart 


Conditionaire Fresh Food 
Compartment 


Convertible Snack Shelf 


Split Stor-More Shelf 


Rolling Solid Aluminum Shelves 


Separate Cooling Systems in 
Refrigerator-Freezer Models 


Stor-Away Wrapping Foil 
Dispenser 


Humidity Indicator 


Frost-Away Automatic 
Defrosting 





4 > 


4+ eX 


A truly new and remarkably improved 

Hotpoint Refrigerator line for 1954 brings 
you these easily demonstrated features—to prove supe- 
riority and make your selling job easier. Made in the 
industry's newest and most modern refrigerator plant, 
this is the one fine refrigerator designed to obsolete all 
contemporary refrigerators. 


Hotpoint’s modern classic styling, in high fashion 


today, will stay new through the years. The extra-rigid 
door construction will insure proper door sealing and 
alignment for the life of the refrigerator. For the 
absolute top in efficiency —durability —convenience— 
economy—and beauty, Hotpoint is the one complete 
refrigerator line upon which you can place your full 
concentration. Have your Hotpoint distributor give 


you the complete profit-packed story. 





FOOD FREEZERS © AUTOMATIC WASHERS © CLOTHES DRYERS « ROTARY IRONERS * DEHUMIDIFIERS © CABINETS 
HOTPOINT Co. (4 Division of General Electric Compony) 5600 West Taylor Street, Chicago 44, lilinois 
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! A Christmas 
Greeting 

. ai a 

New Year's Wish 

< from 

f 

Mimar Products, Luc. 

€ 

€ 

ff 

, 

f As we approach this joyous season 

: with reverence and humility, we 

extend to all our many friends 
throughout the trade our sincere 

and best wishes for a very Merry 
Christmas and a prosperous 1954. 
And it is our hope and prayer as we 
enter the New Year that our coun- 
try may continue to prosper and 
thrive in the way made possible 
only by free enterprise and a pro- 
found respect for the dignity and 

freedom of the individual. 

. 

- Pres. 

€ 

Cc T 
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One Dealers Swan Song 





About two years ago this manufac 
turer's appliances ranked about fifth 
in sales in the particular market 
where this plan 1S being tried. ‘They 
had a distributor, two associated dis 
tributors and several retailers. Then, 
ibout a year ago, they franchised sev 
eral key dealers on a new basis. These 
key dealers bought only carloads of 
mixed appliances. ‘They received an 
extra 10% discount for the carload 
and received a volume bonus of ap- 
proximately an additional 8% if they 
purchased four carloads within six 
months. The distributor, a factory 
branch, supplied the service on all 
appliances for which the retailers were 
all charged a set fee. No dealer was 
allowed to service these particular ap- 
pliances. When a dealer sold an auto 
matic clothes washer, dryer or dish 
washer, the service fee included a 
home demonstration by a_ trained 
home economist. 


Better Position for Dealers 


These key dealers were now in a 
position to meet or beat any discounts 
offered in this market, including a 
large chain which had sold these sam 
appliances for some time. This chain 
had previously dominated the mar- 
ket. The chain had advertised this 
particular brand at the rate of about 
one half page daily. In one year’s 
time the sales of this brand rose from 
fifth to first place and these key deal 
ers were doing well while most dealers 
of other makes are not doing as well 
ind some were going out of business 
The chain seldom advertises this 
brand now because the key retailers 
have taken the play away from them 

[his would seem to illustrate a vers 
vital point. ‘The chain previously took 
1 lot of business away from retailers 
who couldn’t buy as cheaply as the 
chain. The total volume didn’t show 
iny great increase, it merely shifted 
from the independent retailer to the 
chain. Then, when some key retaile: 


vere given approximately the sam«e 
purchasing advantage, the volume in 

eased considerably because there 
vas competition between several deal- 


rs at the same price level. Since 
there was no substantial increase in 
olume when the chain alone had the 
buying advantage and there was a 
ubstantial increase after the kev re 
tailers were given a similar advantage, 
this seems to indicate that the chain 
was merely skimming the cream off 
the demand created by the inde 
pendent retailer and the manufacturer, 
whereas the key dealers went out after 
idditional volume and got it. It would 
em to indicate further that when 
key retailers aré given the same pur 
hasing advantages as chains thev will 
sive the chains some verv rugged and 


iggressive competition 

It is interesting to studv the many 
changes that have taken place due to 
this new plan of distribution. Several 
retailers have been able to assume a 
more important and a better profit 
making position in this one market 


CONTINUED FROM PAGE 59 








Vhey have been able to concentrate 
on selling and to use their capital to 
purchase appliances in carloads instead 
of tying up a considerable part of it 
in trucks, equipment and __ parts. 
Greater sales volume has _ been 
achieved with less personnel and sav 
ings have been achieved on pay roll 
and other taxes, depreciation and in 
surance. ‘The volume discounts have 
permitted these key dealers to meet 
deals offered by the large chains and 


also the small dealer who purchases 


in less than carloads and who is often 
willing to take a ten dollar bill as his 
profit. 


New Role for the Distributor 


Ihe distributor's primary function 
is now the servicing of all the appli- 
ances plus home demonstration on 
some appliances. Their sales are mainly 
restricted to the small retailers who 
purchase in small quantities, or to 
builders. ‘he manufacturer, realizing 
the incompatibility of discount selling 
and good service, has taken over the 
service in order to assure the ultimate 
consumers that they will get proper 
service and operational instruction re- 
gardless of from whom or at what 
price the appliance is purchased. They 
believe they must maintain this serv- 
ice to safeguard the continued pub- 
lic acceptance of their appliances. 

The result has been that a limited 
number of independent retailers who 
had the necessary capital have been 
able to materially improve their posi 
tion in this industry in spite of the 
fact that there is a soft market for 
ippliances and the city in which they 
operate is one of the worst markets in 
this country for discounting and 
“bait’’ advertising. These independent 
retailers are able to take the play away 
from a large chain which sells these 
same appliances because the chain has 
1 greater overhead and must maintain 
their service department to service the 
other brands of appliances they sell. 


A Sounder Risk for Banks 


Another important factor is that the 
banks and finance companies consider 
the installment loan contracts cover- 
ing the appliances sold under this plan 
to be a sounder risk than the contracts 
from dealers who do their own serv 
icing because there is little chance 
that the consumer will ever be left 
without service and there is a greater 
than average desire to satisfy the cus 
tomer and to hold service charges to 
a minimum. 

The manufacturers, I believe, could 
and should make one major concession 
to these key dealers. Thev should dis 
continue all direct selling and turn the 
builder sales over to these dealers. Un 
der the present plan they are selling 
to these key dealers at prices almost 
as low as some quantity prices to 
builders. If the manufacturers and 
distributors withdrew from direct sell 
ing there would be more competition 
for the builder sales than ever. In- 


Continued on page 86 
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APPLIANCE ADVERTISERS 
USING SECTIONAL EDITIONS 
OF FAMILY CIRCLE: 


AMERICAN GAS ASSOCIATION 
CHROMCRAFT 
DIXIE RANGES 


MAGIC CHEF RANGES 





CLUB ALUMINUM PRODUCTS 
WEDGEWOOD RANGES 
JOHN OSTER (OSTERIZER) 
O'KEEFE & MERRITT RANGES 


ENTERPRISE RANGES 


HAMILTON BEACH 


= SS / | 


26 APPLIANCE MANUFACTURERS ADVERTISED IN FAMILY CIRCLE IN 1953 
TO HELP DEALERS CASH IN ON NEIGHBORHOOD CUSTOMER CONCENTRATION 


In 1953, a record number of appliance manufacturers advertised 
in Family Circle to reach 4,000,000 families, concentrated in 
neighborhood dealers’ best-sales area. 

Family Circle’s continuing studies show: 


73% of a neighborhood appliance store's best customers 
live within 1/2-miles of the store; 


74% of Family Circle reader-families are concentrated 
in the same 1/2-mile, best-customer radius 


3 out of 4 neighborhood appliance dealers would like to relocate 
their stores next door to a supermarket to cash in on customer traf- 
fic. Through Family Circle, appliance advertisers help their neigh- 
borhood dealers make that “next door” move. 

Appliance ads in Family Circle pre-sell 4,000,000 super- 
market-shopping families who buy their Family Circle in 14 super 
chains that do 40% of the U.S. chain grocery volume. These Family 
Circle families are the customer-traffic dealers want—and they’re 
concentrated in the best-customer area around thousands of neigh- 
borhood appliance stores! 


e ¢ 
Tamily Circle NEW YORK +» CHICAGO - SAN FRANCISCO + LOS ANGELES 


25 WEST 45th STREET, NEW YORK 36, N.Y. 
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. . . the cleaner that’s "got everything” 
for the homemaker — and more profit per unit for you. 







@ SWIVEL TOP 


@ EXCLUSIVE 
2-SPEED 
CONTROL 


@ DISPOSABLE 
DUST BAG 


@ FLOATING-BRUSH 
FLOOR NOZZLE 


@ OVERSIZE MOTOR— 
POWERFUL PICKUP 


@ REACHES EVERY- 
WHERE—FROM et 
FLOOR TOCEILING . 


@ MOTOR MOUNTED =>: ¥ 
OK RUBBER BASE— , 


Reduces Vibration 
and Noise 


@ NO-LEAK 
FILTER SYSTEM 


@ LIGHT WEIGHT— \Y 
EASY TO CARRY 


Canister 
Model ggg | 
Retails | 


$79.95 


/ 





Nclud 
ng 
ad 


















NOW A COMPLETE LINE OF CADILLACS.. . 


puts Cadillac dealers in the strongest possible 
competitive position — lets you offer your 
customers a choice of cylinder, canister, 

motor-driven-brush upright, or 
motor - driven - 
brush “hand’’ 
type Cadillacs. 








Hard hitting ads in America’s lead- 

ing magazines are telling homemak- 

ers about the new Cadillac Quik-Vak. 

Be prepared to meet the demand for 

America’s most versatile, most attrac 
tive vacuum cleaner. Display it . 
demonstrate its dirt-getting efficiency. It’s 
packed with purse-opening features. 


Selling through reliable dis 
tributors and dealers for 
43 years 


CLEMENTS MFG. CO. 


Dept.A, 6650 S$. Narragansett Ave., Chicago 38, Ill. 
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stead of one salesman for each brand 
in each market there would be several 
key dealers competing among them- 
selves for the same brand. Volume 
bonuses for accumulated sales over a 
predetermined period could then be 
used to good advantage to increase the 
competition between the key dealers 
of one brand. ’ 
their 


Dealers would base 
quotations on an_ estimated 
volume and would work hard to reach 
or exceed this volume. 


Let Dealers Sell Builders 


It is my personal opinion that key 
dealers could well afford to swap Serv 
ice for sales to builders because fran 
chises could then take on a definite 
value and meaning. If appliances are 
to continue to be sold on a discount 
basis it will, | believe, become impera 
tive for manufacturers to safeguard 
their public acceptance by supplying 
all in-warranty service and such out of 
warranty service as the consumers 
may desire. If manufacturers generally 
would assume this obligation it would 
be safe to assume that they would be 
come aware more quickly of defects in 
their appliances and that custome: 
complaints resulting from poor crat 
ing and other similar complaints 
would be quickly eliminated. 

There are obvious disadvantages to 
each segment of the industry. Fach 
faction would be making concessions, 
with the distributor making the most 
Yet, if the present tests are a criterion, 
consumer interest should be stimu 
lated to a considerable degree and a 
major step will have been taken to 
vard stabilizing the appliance indus 
try 

It is apparent that the advantages 
outlined are confined to full line 
manufacturers who are able to ship 
carloads of mixed appliances and to 
their dealers who are financially able 
to purchase carloads. How then are 
the short line manufacturers, and the 
small-to-average retailers to meet this 
competition? It seems to me that the 
small appliance retailer who depends 
entirely upon the selling and servicing 
of appliances for his livelihood faces 
an uncertain future. 

It has long been recognized that 
the appliance industry has paralleled 
the pattern developed by the tire 
industry. Since the tire industry pat- 
tern has preceded the appliance in 
dustry by a number of vears it is possi 
ble to make a comparison and study 
of future trends with some hope of 
accuracy. The government bulletin, 
‘Problems of Independent Tire Deal 
ers”, which is the staff report to the 
Select Committee on Small Business, 
United States Senate, and which was 
issued on July 27, 1953, has this to 
sav about the small tire dealer: ‘“‘More 
and more independent tire dealers 
realize every day that the sale of tires 
ilone is not going to provide them 
with a decent standard of living. Di 
versification offers one road of salva 
tion . . Large numbers of dealers 
have also,gone in for such unrelated 
sidelines as electrical appliances and 
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LT his bulletin makes 
interesting reading to anyone who is 
curious about: the future develop- 
ments of the appliance industry 


sporting goods. " 


New Patterns for Small Makers 


Ihe short line manufacturers have 
recently tested two new patterns of 
distribution which are showing some 
promise. One is a distributor pattern, 
the other is a manufacturer direct-to 
retailer pattern. A particular distribu 
tor handles a semi-automatic clothes 
washer. He picked out seven key deal 
ers in a major market and offered 
these dealers his washer on an exclu 
sive basis. The retail price of the 
washer was price-fixed and the trade-in 
allowance was price-fixed at a maxi 
mum of ten percent of the retail price 
of the new washer. Dealers were al 
lowed a forty percent discount on the 
purchase of one machine, the dis 
tributor maintained the inventory and 
gave the dealers an unusual amount 
of help including cooperative advertis 
ing and home demonstration. 

Several dealers have been very suc 
cessful with this appliance. It has 
been established that dealers will work 
hard to sell price-protected merchan 
dise and that they will not violate 
fixed prices in spite of the fact that 
ill the other appliances they sell a 
subject to discounting. Very recently, 
the distributor of a well known irone1 
started to make a similar test with 
these same retailers. This test is too 
new to show any definite results. 


Volume Rebates 


\nother short line manufacturer has 
withdrawn his line from the distrib 
utor and is offering it direct to the r 
tailers at a reduced cost. This manu 
facturer has established an inventor 
in a public warehouse. Dealers can 
pick up the appliance by simply pay 
ing the warehouse the established 
wholesale price. The interesting part 
of this program is that this manufac 
turer has established a volume pur 
chase rebate for a fixed period of time 
Ihe dealer pays one price, but 1 
ceives a rebate every six months if he 
has purchased sufficient appliances t: 
fall into one of the rebate brackets 
The more appliances purchased th 
larger the rebate. This is a very defi 
nite sales incentive. It offers the same 
opportunity to all and appeals to the 
dealers whereas trips abroad and simi 
lar bonuses only appeal to a limited 
number of dealers. The volume bonu 
rebate is likely to become one of the 
best incentives and levelers the in 
dustry has produced. 

[here are many who insist that 
price cutting is the sole responsibilit 
of the retailers. More and more well 
informed persons are taking the oppo 
The success of the pric 
fixed pattern previously detailed tend 
to disprove the theory that it is en 
tirely the fault of the retailers. Mr 
Stan Ochman, a retail appliance dealer 
in Bridgeport, Connecticut recent; 
made some interesting comments on 

(Continued on page 88 
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Woman’s Home Companion serves larger families... families 
with more children...than any other women’s service 


: 
magazine. 
Companion-reading mothers have 5! 


million children! That’s why they 


Need... MORE appliances 

Read... MORE about appliances tin 
Companion. 

Rely . MORE on Companion’s author- 
ity in the appliance field. 


And Companion tells your story to its 






Wmani 
> on (oa 


more than 4,500,000 readers... pre-sells 


them on the products you sell, 


That’s why it’s wise to tie in with 
Companion equipment features, to 
push Companion-advertised appliances. 
‘The smart money knows from profitable 
experience : Companion merchandising 
moves merchandise. 


*Starch 46th Consur Via iT Report 


ANION 


.— Publishers of Woman’s Home Companion, Collier’s, The American Magazine 
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this subject. Mr. Ochman was for- 
| merly a products service specialist and 
1 district service manager for a giant 
concern. He then became a retailer 
for this same concern. Mr. Ochman 
6 stated that he was amazed to find that 
| his prospective customers didn’t come 
in to shop features, they came in to 
e } I . I 

eP7se * | shop price. He wonders whether 
¥ a r | + Re | manufacturers are interested in de 

| 


fending the price structure or whether 











they feel that the more outlets, the 


ove e The Name That Means The more competition, the more profit 
Biggest Mark-Up In TV Presents cutting, the more units sold. 


Where is Price Competition? 


ae 
» Weatherking:" compton oa 
price competition at every level. 
CONDITIONER Many of us may have lost sight of the 
tact that there has not been any price 


ompetition at the manufacturing 


level of the appliance business for a 

THE DEALER’S CHOICE Tele King Has Learned That Our Best Deal Is A loose ‘tise Witne : the fact that re- 
because WEATHERKING Happy Dealer, Therefore We Offer The Weatherking tail suggested prices model for model 
is priced for profits: Mark-Up Policy ... Geared For Greater Profits! and brand for brand seldom vary over 


ten dollars or approximately two to 


Y,, ¥%, and 1 Ton Units four percent. ‘There are some who be- 


Smartly Styled ... Blends With Any Room Neue that manufacturers have in- 

“All Directional’ Cool Air Circulation directly encouraged price cutting at 

5 Year Warranty the retail level in order to give the 

Scientifically Circulated “Tropic Zone’’ Heat public the confused impression that 

THE DEALER’S CHOICE Safety-Seal Construction the entire appliance industry is in a 
because WEATHERKING Silent As A Whisper highly competitive condition. 

is styled for sales: “Humid Control ves Keeps Moisture Down... Comfort Up he leaders in appliance manufac- 

Life-Long" Pure-Air Filter turing are no longer big business, they 

“Trio Fan"’... Triple Bladed For Greater Comfort are now giant business and they hold 

—And The WEATHERKING ‘“‘BIG TWO”’ and direct the profit m iking possi 

In One Unit At No Extra Cost! bilities and destinies of their distrib- 

1. Heats In Winter . . . Cools In Summer utors and retailers in an iron grip. 

2. Automatic ‘‘Climate Control’ Thermostat While this is true it is equally true 

that without giant industry the work 

THE DEALER'S CHOICE ing class would not be enjoying the 

because WEATHERKING Easy Installation... present high wages nor would our 

Engineering practically Quality Performance... economy have made such rapid gains. 

eliminates post-sales Practically Ends All Service Calls Political science teaches us that the 

headaches — most economical and best type of gov 


ernment for the masses is a benevolent 


dictator. The difficulty lies in the 

SALES - PERFORMANCE - MARK-UP make WEATHERKING truly the dealer’s choice! = that ‘there has x Idom been 
venevolent dictator. our giant it 

dustries, who are in fact dictators of 

a . « There Are Still A Few Distributor . . , | all factions of this industry, would 
Territories Available. assume a more benevolent attitude 

our many problems would most likely 





i * Tele King Corporation * | be eventually solved. Because it is 

” 601 West 26th St., New York 1, N. Y. ” now recognized that we are facing a 

« Please send full information regarding oe critical situation, it is possible, but not 

* Wo Radios [) Room Air Conditioners (] ¢| Certain that this hoped for change 

. e | may take place. There is, at least, a 

j ip () __ Distributorshi om sht anpesrine ~ . 

CORPORATION P Im interested in Dealership | istributorship () i haft of light appearing through the 


dark clouds End 


> 
in performance 
Ip of Tee King. 


BETTER PERFORMANCE ... Because TELE KING 
offers the best engineered tuner in TV 

... less moving parts than any other set 
...less parts to get out of order 

.-- this means less service calls for you! 





bigger in PYOFEES ... better 
that’s the great value story le 







OFIT.... Because TELE KING offers 

the biggest mark-up in the industry. Figure it 
out for yourself. Tele King’s mark-up is from 
5-15% more than other name brands... 

@ net profit of 50- 400% greater for you! 








| 
“Wake King Offers — Better Sound... Better Style...Better Vision... Bigger Value! ss A rent” 


| “TURN THAT KNOB AND YOU WILL 
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ook to The Mart for the best 


in new home furnishings . a 


AT THE INTERNATIONAL HOME 


FURNISHINGS MARKET... JANUARY 4th to 15th 


SEE! 
209 Lines of Furniture and 
Bedding. 


948 China, Glass, Pottery and 
Gift Lines. 


476 Lines of Housewares, Ap- 
pliances, Radios and 
Televisions. 


174 Lines of Curtains, Dra- 
peries and Fabrics. 


134 Lines of Floor Coverings. 


250 Lines of Toys, Games and 
Wheel Goods. 


224 Lomps, Shades and Light- 
ing Fixture Lines. 


~ 
o~ 


Linens, Beddings and Do- 
mestic Lines. 


The 


SHOW-PLACE 





In addition to these 2576 outstanding lines of merchan- 
dise, see the sparkling new ‘Today in Tradition’ exhi- 
bition on the 17th floor, produced in conjunction with 
the American Institute of Decorators; "Good Design’ 
on the 11th floor, done with The Museum of Modern Art 
from New York; and the brilliant leather show, ‘Leather 
in Decoration,’ on the 17th floor, produced by the 
Upholstery Leather Group, Inc. of the Tanners’ Council 


et ee ss ne te sd oe seed ae 








FREE! 

The Mart's Bus Service—Buses 
from all loop hotels to The 
Mart every ten minutes from 
7:30 a.m. ‘til 10 a.m, Return 
schedule from 4 p.m. to 6 
p.m. and twice-an-hour-dur- 
ing-the-day bus service be- 


tween The Mart and Furniture 


"Wwe ao Eo Dg re On -  ',  o 





OF AMERICA’S 


ELECTRICAL MERCHANDISING—DECEMBER, 1953 


BEST-KNOWN 


BRANDS 
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specializing in Room Air Conditioning. Every 


Remington department is concerned solely with 
making and helping you sell the world finest 


line of Room Air Conditioner 


to your particular market 


promotion pl in. 


HEALTH and COMFORT by the roomful 


ACEminglow 


Cutting TV 
Service Costs 


oe CONTINUED FROM PAGE 63 cme 





Schleicher’s has built a reputation 
in their area and they do a quality 
job to uphold that reputation. They 
plug the fact that they render engi 
neering quality service in their ads. A 
full weekly schedule is carried in the 
local White Plains Reporter Dispatch, 
which includes small rate holders 
twice a week and with larger space 
being used on Monday, Wednesday 
and Friday. 


Better 
consult a 


specialist... 


Promotions Used 





Promotions are used to increase 
the service business and to find new 
customers. But the firm does not for 
get those already on the books. They 
send out reminders and plug the phil 

osophy that a T'V set needs checkups 
REMINGTON just like an automobile, a fact often 
overlooked by the set owner who is 
* li 7 satished to sit tight until an actual 
specia izes in breakdown occurs. 
Moe Schleicher is adamant on the 
ROOM AIR CONDITIONING | necessity for checkups on TV receiv- 
a ers and the thoroughness of a repair 


job. “We not only find out what is 





You can’t « xpect a garageman to shoe a horse, wiley ms fraction of the time taken 


why expect the specialists in other fields to 
out the best in room air conditioners? 


OPAPP PPP PPP PPP PPP AP 
Remington is the only major manufacturer 


When an electrical appliance 
throughout the year every person in every dealer becomes a success, much 
credit belongs to his wife; she prob- 
ably spent so much money that he 


, had no choice but to make it! 
\nd it’s the most complete line—a model and ut to make it 


lor every room—at a price for every purs« 

| hese units have been trop test d and proved 

give you exclusive selling features no other 
air conditioner can offer. Remington-made units by most shops, he says, “but we do a 
are one of only two manufacturers’ units accepted more thorough job.” He figures each 
in the Empire State Building—one of few accepted I'V-owning customer is worth about 
in many other famous buildings $40 a year in service when averaged 
And Remington backs your selling efforts with over the three or four vears that might 
unique sales-promotion plan—keyed exact; be considered a normal ownership 


period for most set owners 
Even more important as a con 


Send for detail n the ** Py fits Guaranteed’ Remir ; 
ideration in the long run is the fact 
franchise today 8O that you Can take advantage } 
: o that Schleicher’s established com 
Remington’s sensational FREE pre-season 


munity reputation for supe};rio! worl 

manship and service has enabled them 
isk for and get list prices on 

unless you could call three fre« 

ice calls during the first vear of the 


ustomer’s ownership ad yuint, Ind 


Division of Remington Corporation 
AIR CONDITIONING | 








REMINGTON AIR CONDITIONING 
50-1 Willey Street 
Auburn, N. Y. 


Please send me full particulars on the Remington franchise. 


| 

| 

| 

| 

| ’ 

| 

l es j 

| = J i” 
Name Title | i - ie ~~" 
Company | " WHI ee \| jie 

1 / 

; 

! 

| 

J 


Address 





City Zone State 


“IT’S REALLY SIMPLE, MADAM. SWITCH ON 
THE SET—THERE’S YOUR MUSIC.” 








3 
QUICK SALE 


On display America’s newest, 
finest most beautiful auto- 
matic washer has the ex- 
clusive features most wanted 
by housewives .. . AQUA- 
MATIC BALANCED TUB, 
220e AGITATOR ACTION, 
SELECTIVE DIAL CON- 
TROL, FASTER, SMOOTH- 
ER SPIN. 

Top quality, proven per- 
formance and steady demand 
make bigger profits for you. 


Streamlined Model 


848. Finest of our 


[space 512A 


AMERICAN 
FURNITURE 
MART 
5th FLOOR 
CHICAGO 
Jan. 4-15 













conventional line. 








ONE MINUTE WASHER CO 


KELLOGG, IOWA 
RRNA I EL NR 
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You sell these 
with automatic 


controls 


One of the great factors in the sale of millions of washers, 
dryers, waffle irons and refrigerators has been the convenience of 
automatic control! It follows that this powerful sales feature 
could be used to boost the sales of gas heaters substantially — 
especially since the public is so “automatic heat’’ conscious 
these days! 

Prospects interested in automatic heat are always easier to 
satisfy when they learn how Honeywell controls automatically 


keep temperatures at the desired setting 


y not gas heaters? 








<9 











A Honeywell-equipped heater also gives you a competitive 
advantage because most prospects know the name Honeywell 
means the finest in temperature controls. See for yourself—next 
time you order gas heaters, ask your manufacturer or distributor 
to ship heaters equipped with Honeywell Controls! 

Honeywell Controls can also be purchased separately to fit any 
manual gas heater model you may have in stock. Just call your 
regular supplier or one of Honeywell's 104 offices, located in 


key cities from coast to coast. 





V5151—Honeywell’s new 
Modusnap Gas Valve 


Combines two valves in one to provide more accurate temperature control 
by “on-off” and modulated firing. Prevents over-heating in mild weather and 
ends excessive “on-off” firing to conserve fuel. This new dual-action ther- 
mostat valve can be used with all gases—and on most any type of gas heater. 

When used with Honeywell's C585 Pilotstat (left) the Modusnap pro- 


vides 100°. safety control and manual shut-off 


eS REAP ett Ss 


Honeywell 
Pout we Coutiol 


HONEYWELL 
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Provides accurate, safe control for any gas 
heater. Keeps room temperature at desired 
setting by modulating the flow of gas 
from full volume to a pre-set minimum 
flame. Built-in safety pilot provides 100% 
shut-off in case of pilot failure. Has safe- 
lighting feature, too. Main line valve 
can't open until pilot is on. The V5163 
is easy and inexpensive to install, for it's 
small and compactly designed to fit lim- 
ited places common to heater applications 
Ir needs no outside electrical power 


Another rugged, compact Honeywell 
control, For application on manually con- 
trolled heaters already equipped with 
100% satety shut-off. 


Big modernization market 


You probably have many gas heater own- 
ers On your customer list who do not 
have automatic Contact them 

. they'll want automatic heating fur- 
nished by a Honeywell thermostat, too! 


controls 


MINNEAPOLIS-HONEY WELL REGULATOR CO 
Dpt. EM-12-119, Minneapolis 8, Minnesota 


Gentlemen 


Send me descriptive literature on your line of automatic controls for gas heaters 


Name 
Address 


City 


Zone State 
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Nothing ike IC. anywhere! 




















more proof of independent superiority > 
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the only complete food 


ae Takes only 22x3 ft. of floor space — fits any kitchen. 


r >t Self- 


efficient food storage. 


Freezer temperature separately controlled — you fast freeze 


| > anywhere. 


Beautifully styled in colorful Frost-Mint. 








storage center of its kind in America! 


Ww 
\ 
\ 





defrosting refrigerator is perfectly planned for easy, 


anti lth ce. nla? 


Smee cane 


in freezers, too, Manitowoc offers more in 54 


The new 2-ZONE and 1954 Manitowoc freezers are 
new proof that only with an independent manu- 
facturer like Manitowoc can you expect the latest 
advances in refrigeration styling and design. You 
can also expect a close degree of factory coop- 
eration and better understanding of the selling 
problems in your own local market. Send the 
coupon below today — and be sure to see the new 
Manitowoc line at the Chicago market. 


ELECTRICAL MERCHANDISING—DECEMBER, 


Once again Manitowoc offers you the biggest freezer values on the 
market . . . with features that make it easier for you to sell and easier 
to keep your customers sold. 


BEST VALUE FOR YOUR CUSTOMERS 

Up to 18% cu. ft. of capacity in only 2% x 3 ft. of floor space 

Cold-Hold inner doors .. . full-width door to eliminate hidden corners. . . 
Safety-Sure warning light .. . colorful Frost-Mint styling to blend 

with any kitchen 


BEST VALUE FOR YOU 


Low cost per-cu.-ft. price gives you immediate advantage and profitable 
margin compact design cuts your installation costs . . . unsurpassed 
service record builds referral business and reduces your service 
expenses ... complete food spoilage insurance plan . . . no “dogs”’ to sell 
— only those sizes which fit the biggest share of the market. 





MANITOWOC EQUIPMENT WORKS, Manitowoc, Wisconsin 
Please send full details about the new 2-ZONE. | 
Name 
Company 

Street Address 

City atid mae polecsvermeeativals joa ona dae State 


| ] Dealer (] Distributor 
L ey | are | 
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MR. FAN DEALER— 


it just makes 
good sense that 


NOTHING SELLS 
MERCHANDISE 
LIKE MERCHANDISE 









...and you can’t make profits 
on bare shelves 


read how simply you get insurance against 
loss of business by taking advantage of the 


KISCO “PRIORITY PURCHASE PLAN” 


THINGS ARE LOOKING UP! From all indications the 
coming Fan Season promises to be the greatest ever. The 
market will be bigger. .the profits larger. But how 
about deliveries? Will you be able to get stock shipments 
how and when you need them? After all...if you are 
forced to send customers away empty-handed because of 
the supplier's failure to deliver, your profits stand to 
take a severe beating. No, nothing sells merchandise like 
merchandise. For this reason we believe here’s a great 
New Plan that should interest every dealer concerned 
about profits. The Kisco Company has designed this 
specifically with YOU in mind. Its purpose: to step-up 
your volume, stabilize your inventory and give a swift 
boost to your air-moving equipment profits. Its name . . . 
the Kisco “PRIORITY PURCHASE PLAN”’—another 
notable Kisco FIRST! 





So make your dollar profits larger, make your deliveries 
certain by taking advantage of the Kisco “PRIORITY 
PURCHASE PLAN”—contact your distributor today! 


_ rd " PE * x8 = : 


‘’ 


CIRCULAIR | 


The Successor to the Fan 


the outstanding 

leader in the field 

for price, performance 
and volve 













@ all-steel construction 





@ 5 year guvorantee on 
oll Kisco products 





Read et 


Aeccmiee, nanan 


Regal-Aire 


We'll Be Looking For You In Booth #384— 
National Housewares Show — Jan. 14-2]. 


KISCO COMPANY, inc. 


2400-40 DEKALB STREET 
ST. LOUIS 4, MISSOURI 
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500 Washers 





books for three years, on the average 
Every account on the books brings in 
new customers if your service is satis- 
factory, because word-of-mouth adver 
tising 1S still one of the best selling 
mediums.” 

Jones, a veteran of 13 years in the 
business, designs his promotions and 
conducts them rigidly along this line 
rhe wringer washer campaign, for ex 
ample, was formulated at a conference 
between Kelly and Jones, both of 
whom had spent considerable time in 
analyzing the Orlando market. It was 
igreed that air-conditioning and tele 
vision were major sellers, and that re 
frigerators, freezers and electric ranges 
were all well launched in the area 
Why not tap a new market, the ob 
vious market for low-priced wringer 
washers in central Forida? Kelly gave 
the go-ahead signal, General Electric 
idded its blessings, and agreed to 
stand 50 percent of the promotional 
costs 


Combination Offer Arranged 


\ “housekeeper trio” deal was ar 
ranged, which offered the customer a 


General Electric wringer washer, a 
double set of portable galvanized 
metal wash tubs and a lightweight 
iutomatic electric iron at a price of 


$129.88. The washer carried the usual 
one-year written warranty and the 
complete combination could be put 
chased for as little as 50 cents down. 
Special sales meetings were held 
every Monday night, at which Britt’s 
salesmen received the best instruction 
in how to sell conventional washers. 
Jones recalls that, after a week of in 
struction, there wasn’t a salesman in 
the house who couldn’t wash clothes 
like a veteran. The firm also provided 
incentive for its staff. Bonus 
awards went to salesmen who led in 
volume sales of washers every week. 
With an extensive advertising cam- 
paign to back them up, Britt’s sales 
men found that residents of central 
I lorida were indeed ready and anxious 
to buy wringer washers. The salesmen, 
who rotate by turns on the floor of the 
store and devote the rest of their 
working time to systematic house-to 
house calls throughout the Orlando 
area, began rolling up good sales from 
the start of the promotion. Night 
work was highly encouraged by Britt’s, 
since it is a good time for the sales 
men to talk to husband and wife. 
I'he irons and tubs included in the 
package deal are obtained by Britt's 


extra 


CONTINUED FROM PAGE 66 


in Two Months 





at wholesale prices and the profit re 
turn on them is small, since it is the 
washer which the company is promot 
ing. In their sales pitch, Britt’s rep 
resentatives utilize special literatur 
describing the iron and tubs, as well 
as the regular G.E. brochures. 


Salesmen Make Call Backs 


“If we don’t close the sale imm 
diately, we leave them something to 
read and to think about,” says Jon 
“Of course, our salesmen make peri 
odic return calls and are protected on 
their prospects at all times.” 

One of the fastest and most succe 
ful methods of selling washers devised 
by Britt’s officials for the promotion 
is the use of a small trailer truck into 
which a washer, tubs and iron 
loaded and then taken out into the 
suburbs. The salesman stops his car at 
the home of a likely looking prospect 

who is usually spotted as such from 
a look at the clothesline—and asks if 
he can give the housewife a demon 
stration. As soon as the combination 
is sold, the salesman returns to the 
store to pick up another one and goes 
out again. Through this device alone, 
the top salesman for the first week in 
July, sold 52 wringer washers. 

Shortly after the customer buys a 
washer from Britt’s, he receives a 
friendly letter thanking him for thé 
purchase and enclosing a duly signed 
“Credit Card’. It is a simple gesture 
of courtesy on the part of the firm 
which pays off in repeat sales, since it 
provides the buyer with a reminder 
that his credit is good at Bntt’s. 

he company has put on several 
other promotions similar to the washe1 
campaign and almost all of them hay 
been successful, Kelly declares. Good 
results have been obtained from offer: 
of free permanent waves with appli 
ances purchases, to offers of appliance 
down payments in return for poultry 
and livestock, but the “housekeeper 


ate 


trio” deal has been unusually success 
ful. It will be continued as long as the 


demand holds up or the supply ebbs, 
wccording to the Orlando dealer. 
Kelly estimates that Britt’s, Inc 

will sell approximately 2,000 wringe: 
washers in 1953 and that the “hous« 
keeper trio” promotion will account 
for the major portion of these sales 
Conventional washer sales are running 
at present more than three to one over 
automatics, Kelly estimates, and he 
feels that the central Florida market 
should continue to be a fertile one for 
the next several years. End 





Next Month—JANUARY 
For ELECTRICAL MERCHANDISING readers January is 


a very special month—the month. For every January brings 
the biggest issue of the year, the one its editors start work on 
in July, the one to which they bring the longest hours and the 
greatest effort, the one that is the sum and substance of 
another year of appliance and radio-TV marketing, all 
wrapped up in statistics, trends and studies. It’s the one-and- 


only ELECTRICAL MERCHANDISING 


Statistical and Marketing Issue 





DECEMBER, 
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AUTOMATIC HOME DISPOSAL UNITS 


You get a bigger share of the multi-million dollar in- 
cinerator market when you sell CALCINATOR—the 
automatic home disposal unit that gives 
you more merchandising ‘‘exclusives” than 
any other disposal unit on the market 
regardless of price. 


e* THE ONLY FULL LINE—ELECTRIC, 
GAS AND LP GAS MODELS 


e UL AND AGA APPROVED 
e GOOD HOUSEKEEPING SEAL 
e 5 YEAR WARRANTY 


e APPROVED BY CANADIAN 
STANDARDS ASSOCIATION 


Distributed in Canada by Sparton of Canada 


Write for full information 


-_ 


UL 
CALCINATOR CORPORATION 


28th and Water Sts., Bay City, Mich. 
WORLD'S LARGEST MANUFACTURER OF HOME DISPOSAL UNITS 


ELECTRICAL MERCHANDISING—DECEMBER, 1953 
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YOU'LL GO PLACES 
WITH TRAVELER 
THE NEW 


SELF-PROPELLED 


HURRICANE 


ROTARY POWER MOWER 












q including riding sulky (plus excise 
tox Also available without sulky 
The 22-inch Hurricane Traveler 
is well within the average 
customers price range 
This great self-pro 
pelled machine opens 
up a vast new field 

of power mower 
prospects! 


| 
i 
1 
i 
1 
LISTS FOR LESS THAN $300 
| 
I 
i 
! 
I 
! 
! 
j 


Here's the sellingest self-propelled mower ever to hit the market! The 
new Hurricane Traveler has everything it needs to make it the biggest 
mower money-maker of all time! Check over these features and see for 
yourself why you and Traveler will go places together! 

NEW PATENTED DRIVE— A completely automatic transmission known 
as the Hurc-O-Matic® Drive makes possible simple single control 
There are no confusing gadgets to adjust—no maze of con- 
trols to memorize. The machine is put in motion by pushing hand con- 
trol lever forward. To reduce speed or stop, operator pulls control 
lever back. No jerky starts, no grinding gears 

NEW POWER— A dependable, smooth-running Clinton 3 h.p., 4-cycle 
gasoline engine powers this superbly engineered machine. Easy to start 
Full-floating friction drive 


operation 


has automatic governor control 
NEW STRENGTH— Indestructible 
amazing strength with easy maneuverability. The 
vears and years of service 
NEW SPEED— 


grass or weeds per hour 


cast aluminum chassis combines 
Traveler is built for 


The Hurricane Traveler easily will cut one-half acre of 
5 Climbs steep 


Maximum speed is 5 m.p.h 
Drive wheels carry double, trac- 


Doesn't mash or track turf 


slopes without a moment's hesitation 
tor-tread tires for greater gripping power 


NEW VERSATILITY— Three machines in one! 


without sulky or as a push mower 


Maite: 


ROTARY POWER MOWERS 


HURRICANE SENIOR 
20°' model for large 
suburban lawns 


NATIONAL METAL PRODUCTS COMPANY, 


Can be operated with or 
Leaf mulcher optional equipment 














—the line more customers 
put their money on! 












3 OTHER GREAT MODELS FOR 
AMERICA’S QUALITY CONSCIOUS 


f | 





HURRICANE JR HURRICANE GLIDER 
model for city economy model 
lawns. 2 h.p. engine 2 h.p. engine 


INC. 


Dept. E-43 . 2722 Cherry Street ° Kansas City 8, Missouri 
hi peace eer opens 
NATIONAL METAL PRODUCTS CO., INC 
The Traveler tory is Dept. E-43 


2722 Cherry St 
Kansas City 8, Mo. 


too big to tell fully on 
this page. For all the 
details on this new qual 


ity Hurricane, send us 


Name 
this coupon now We'll 
rush you the money 
making facts and folder Address 
by return mail! 
City State 
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How Credit Reports Help Stop 


Retail Failure 





ences between appliance failures and 
other retail failures 


Fraud Failures 


Among appliance and _ radio-I'V 
dealers who failed during 1952, fraud 
was an underlying cause in nine per 
cent, as compared - with 3.4 percent for 
total retail failures. For this industry, 
fraud was manifested in irregular dis 
posal of assets by 5.6 percent of the 
failures. Among total retail failures, it 
regular disposal 
portant factor in 
Ihe next 
which 


assets was an 1m 
only two percent. 
leading type of fraud of 
appliance were guilty 
were false statements (1.9 
percent). 


de ile rs 
financial 


Not So Incompetent 


By and large, not nearly so high a 
proportion of appliance dealers who 
failed in 1952 did so because of in 
competence as other types of dealers. 
Only 38.1 percent of the appliance and 
radio-T'V failures could be attributed 
to this fault, but 46.2 percent of 
total retail failures were a result of in- 
Slightly more appliance 
retailers got into difficulty because of 

experience in the line (16.2 


competence. 


lack of 2 
percent) than did total retailers (14.2 
percent) and unbalanced 
was also more of a 
to failure ippliance —mert- 
chants (17.6 percent) than among to 
tal retailers (15.7 percent). 

It’s interesting to note that despite 
the prevalence of a lack of experience 
or unbalanced experience among ap- 
pliance failures that these failings 
didn’t show up in failures through in- 
adequate sales (45.2 percent) as much 
as among total retailers (52.5 percent). 
And, despite the greatly increased 
costs of doing business in the appli 
ance and radio-I'V industry, failures 
through heavy operating expense in 
this business were important in only 
+S percent of the cases 
with 5.3 percent 


experience 
ontributing factor 
Among 


as compared 
among all types of 
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retail failures The t vo chic f bug iboos 
for appliance de shes seemed to have 
difficulties (11 per- 


difficulties (19.5 


been rec¢ ivable ) 
cent) and inventory 
percent). So, apparently, appliance 
dealers have not been too good at col- 
lecting bills or at buying merchandise. 
Difficulties with receivables and inven- 
tory accounted for some 30 percent of 
the apparent causes of 1952 failures 
among appliance and radio-I'V_re- 


tailers—a figure over twic« high as 
that for retailers in general. 

Some of these failures, claims Dun 
& Bradstreet, could have been avoided 
if the retailers affected had realized 
the importance and helpfulness of 
credit reports. ‘The credit reporting 
process, says the agency, is helpful to 


suppliers in minimizing losses from 
bad debts and is, of course, helpful to 
retailers when the latter obtain credit 
because of an outstandingly strong 
credit position. However, the greatest 
assistance rendered is in enabling sup- 
pliers to sell the marginal credit risk 
with sense and discrimina 
tion, thus, in effect, protecting some 
retailers from their own bad judgment 
Or lack of experi nce. 

lhe appliance dealer and the sup 
plier both gain when products are 
shipped to the retailer promptly, in a 
volume that he can handle profitably 
and without endangering the capital 
of either. And when the _ borderline 
case can be sold to the advantage ot 
the supplier and dealer the distribu- 
tion pattern for the trade is that much 
stronger. A contributing factor, of 
is the frank cooperation of th 
retailer in reporting his 
dition. 

The relationship of the retailer to 
his suppliers and to credit reporting 
agencies 1s, Of course, important to 
throughout the applianc« 
field, and in virtually every line of 


common 


course, 
financial con 


concerns 


business in the United Stat« The 
request for financial statement which 
Continued on page 98 
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| ~~ dea TANK-TYPE 





UPRIGHT 


@ Super-Suction—for fast, efficient cleaning e 3-Way Cleaning Action—sweeping-vibrating- 


suction 


@ “Toss-Out’’ Dust Bag—no dust bag to empty 
@ ‘Super-Speed”’ Rug-Nozzle 
@ Full Set of Attachments—for every cleaning job 


@ Liquid Sprayer 


@ “Toss-Out” Dust Bag—no dust bag to empty 


@ AdJUSToRITE—automatically indicates correct 4 
adjustment 


@ Dirt-Finding Searchlight 


@ De-Mother @ Lifetime Construction—light weight, durable 

@ Floor Polisher @ Full Set of Attachments 

@ Lifetime Construction—light weight, durable @ Floor Polisher—motor-driven attachment 

@ Choice of Models—for”’ price” and “quality” markets @ Choice of Models—for price” and quality” markets 





Royal has been a leader in vacuum 
KEEP YOUR EYE ON 


cleaners for nearly half a century. 
Today, Royal is planning ahead for a 

oa OYA LL future that will make Royal an even 
greater source of profits for dealers, 
Keep your eye on Royal! 

















ROYAL VACUUM CLEANER CO. 
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Counter Cards « Tie-on Ta 1S 


Newspaper Mats « Package, Envelope Inserts 


AT NO COST TO YOU 


Cleveland 8, Ohio 
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.. . to the easy, convenient way they can find you. 
Advertise in the ‘yellow pages’ of the telephone 

directory. Your directory representative will 
gladly suggest the most appropriate type of 


‘yellow pages’ advertising for your business. 
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\™ 
wR 


For further information call the Classified Directory representative at your local telephone business office. (B) i 
an y 


Credit Reports 
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is mailed to the Salzman Electric Co 
it the end of every year is similar to 
the request sent to appliance dealer 
from coast to coast and to business 
concerns in almost every industry and 
trade. The purpose of these requests is 
to help the individual business estab 
lish and maintain its credit. The sing] 
statement provided to a credit agenc\ 
is made available to suppliers far and 
near who indicate an interest in the 
iccount, while the concern’s credit 
rating is at the elbow of credit men 
throughout the country, when it ap 
pears in the Dun & Bradstreet Refer 
ence Book. 


A Basis for Business 





What happens after the appliance 
dealer mails back his year-end state 
ment? Financial statements are made 
a part of the tvpical Dun & Brad 
street report, which also includes a 
financial analysis, a description of 
what the concern sells or the services 
it provides, a record of how the con 
ern pays its bills, and a credit rating 


(he reports are prepared through in 
formation furnished by th ubject 
plus information gathered from hi 
supplier , banks, court ho rd 
ind other sources 

Information furnished to Dun & 
Bradstreet is handled confidentialh 
because it becomes available in. the 
form of a report only to “subscribers.” 
According to contract, subscriber: 
agree to hold all information in strict 


confidence and to use it as an aid in 
determining the advisability of grant 
ing credit and for no other purpos« 

On the basis of the credit report 
ratings are assigned and listings are 
made in the Dun & Bradstreet Refer 
ence Book. A Reference Book listing 


begins with a code number for line of 


business. For instance, household ap 
pliance store ire identified by th 
number 5722; radio. stor I the 
Standard Industrial Code number 


\fter the Standard Industrial 
Code comes the name of th oncern. 


then the figure for the number of vear 
it has been established under its pres 
ent management. and final i. finan 
cial and credit rating 
What's a Credit Rating? 
Ihe credit rating consists of two 
vimibols. The first indicates estimated 


financial strength, commonly measured 
by net worth, and represents approxi 
mately the difference between what 
the business owns and what it owes 
The second symbol, the purely 
“credit” indicator, is mor omplex 
It attempts to evaluate some of the 
clements that reflect the standing of 
1 business. One of these is experience 
How long have the proprietors or man 
agers been in this line of business? 
How successful were they? What arc 
factors in their background that point 
out the likelihood of continued suc 
cess? How efficiently do they conduct 
their business today? What is the typi 
cal experience of their suppliers with 
the account? How does the business 
stack up alongside competition? Ques 
tions like these enter into the picture 
of the business as a credit risk—a pic 
ture which helps both suppliers and 
retailers End 
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A Declaration 


for 
Independents 


66 HEN IN THE course of human The independent merchant intends to con- 
| 
events it becomes necessary for one trol his own establishment. 
people to dissolve...the bonds which have ; 
riteenuntendll: dean nian: ai an eae ‘ He intends to choose his own lines. To set 
J eee € 

decent respect to the opinions of mankind his own policies for the benefit of his custom- 
requires that they should declare the ers. He intends to protect his own profit and 
causes which impell them to the separation.” volume by resisting pressures from sources 


of supply. 
The man who wrote that in 1776... could 


a eae These are the independent merchants... 
have had appliance dealers in 1953...in mind! 


the backbone of American enterprise. 
Because the time has come when the man ' 
in the retail appliance business is either... a We subscribe to this philosophy of inde- 
“slave dealer’ or a captive distributor who pendence and freedom of choice. 


succumbs to pressure. If you believe in free enterprise. ..we offer 


P e ° . > o eA Pe ‘ : r > m 
Or he becomes a free merchant with the in- you Bendix* TV and Radio. You get profit... 
alienable right to run his own establishment. territory protection and freedom from money 


| . worries with the Bendix Finance Plan. 
Foresighted merchants by the thousands are 


declaring the causes which are impelling them Write today for information about available 
to give up tied-in lines. territories. 


“Bendix Television and Radio 


BUY BENDIX TV TO BE INDEPENDENT 
... ITS THE FRANCHISE WITH A FUTURE 


T. 4. REG. U. GS. PAT. OFF. 


PRODUCTS OF BENDIX AVIATION CORPORATION e BALTIMORE 4, MD. 
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You can Judge 


NICHROME 


by the manufacturers 


who use it / 


SUBSIDIARY OF FERRO CORPORATION 


Few makers of heating elements have to 
supply units for as wide a variety of ap- 
plications as does Ferro Electric Products, 


Inc., Kirkland, Il. 


They make open coil heating elements for 
clothes dryers, wall heaters, chicken 
five dif- 
ferent types for clothes dryers alone! 


brooders, roasters, and ovens 


Important factor in their success is their 


insistence on using only the 


highest 
quality materials, 


It is no surprise, therefore, to find Ferro 


Electric stating: “No product can be any 
better than the materials which go into 
it. The very heart of our product is the 
resistance wire where exacting temper- 
atures and long life are necessary. Our 
testing laboratories are unceasingly striving 
for higher quality in materials; therefore, 
there must be a very good reason why 
they repeatedly come up with Nichrome 
in their specifications. 

“Yes, customer satisfaction is the key to 
our continued and increasing business. 
Nichrome has contributed greatly to that 


customer satisfaction which we enjoy.” 


Take a 


peric nce 


hint from Ferro Electric’s ex- 


The 


acceptance is to sell appliances that stand 


sure road to customer 
up and Nichrome heating elements are 


your guarantee that they will. 





Nichrome is produced only by 
. Driver-Harris Company 


NEW JERSEY 


HARRISON, 


BRANCHES: Chicago, Detroit, 


Cleveland, 


Los Angeles, 


ELECTRIC PRODUCTS, INC. 





Adaae 


m= eS Se 


San Francisco 


In Canada: The J. B. GREENING WIRE CO., Ltd., Hamilton, Ontario 
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Reg. U. S. Pat. Of. 





MAKERS OF THE MOST COMPLETE LINE OF ELECTRIC HEATING, RESISTANCE, AND ELECTRONIC ALLOYS IN THE WORLD 
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They Call Their Sales- 
men Collectors 


oe CONTINUED FROM PAGE 74 comme 


tucked under his arm. These pros 
pects get a free trial with an enthusi- 
astic salesman coaching them and 
pouring on the ammunition. Within 
a week he sells eight out of the ten, 
before the excitement wears off and 
they go shopping. 

Payments are made weekly and for 
this kind of collection service finance 
fees are high, just as they are with in- 
surance where the collector is forced 
to pick up the mone’ 


On the Doorstep Weekly 


In fact these finance charges help 
pay the salaries of Metro’s salesmen 
who are, in fact, dubbed “collectors.” 
Ihe five men each draw $70 a week, 
plus $50 gas and oil money monthh 
They also enjoy a sliding scale of com 
missions of 2, 3 and 4 percent on vol 
ume. 

They are on the doorstep of every 
customer at least once a week collect 
ing, checking up on further needs 
The customer is told that if she turns 
in a prospect who is sold, she will get 
$5 cash. 

As said before, this contact 
with the prospect on the trial prevents 
the family from running out and shop- 


close 





One of the surest ways to be a 
success in the electrical appliance 
field is to always make an effort 
to like people who don’t appeal to 
you. 


ie i i i i i i i i i i i a 


ping for a discount. The low weekh 
payment stands in the way, too. The 
collector sees to it that the purchase i 
serviced promptly if needed. In fact, 
he is a friend of the familys 


Avoiding Recourse Paper 


11 


frequ¢ ntly hol 
tions until a 


Metro Enterprises 
on to the collec ubstant 


equity exists. ‘he management ha 
found, this way, that some finan 
companies will then take the paper 
without recours« 

he whol operatu n is geared t 
the idea that reverts are to be avoided 
Mr. Spires remembers that wholesal 
reverts wrecked businesses in 193 
ind believes in playing his cards clo 


to his vest. He also is an advocate of 


carrying a small inventory and calling 
often on his distributors. ‘The firm 
whose rent at 4446 Troost Avenue 


$70 a month, feels that an inexpensi\ 
location, small inventory, and as few 
bounce-backs from customers as po 
sible is the proper way to do busine 

in the uncertain present. 

Operated for about two years, 
Metro Enterprises states that it is tick 
ing along at about a $180,000 a year 
rate, with approximately $40,000 in 
capital tied up. Glenn Burr Adams is 
the owner and F. L. Spires manages 
the business. End 
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from FLaunLLtorn.. 


a brand new line of 





washers and dryers 


‘ ULTS 
with sales-packed RE SURED proof 





of better laundering! 





perragy mY La 18s r 
aS 5 a= Ot 
“ Pgs 
hard-to-sell shoppers are looking for! eee 


Hamilton says washday Results Assured— — 


and backs this by actual laboratory tests (tice | 
| at 





Here’s the kind of proof today’s 





of leading nuclear scientists! Atomic proof 


positive of Hamilton laundering efficiency! 





See the beautiful new Hamilton line... 





hear the remarkable Results Assured story 


. and start selling Hamilton now! 





1954 models for you now! 


= 


‘ A aoe } 
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Hamilton Automatic Hamilton Automatic Hamilton Standard Hamilton Deluxe Hamilton Master Hamilton Standard 
Washer Dryer. Gas and Dryer. New . W asher W asher W asher 
electric models promotional prices! 


washday RESULTS ASSURED mean sales RESULTS ASSURED for you! 


Go ahead with Flamilton. 


HOME APPLIANCE DIVISION * HAMILTON MANUFACTURING COMPANY * TWO RIVERS, WISCONSIN 
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Motor Repairman 
Finds Customers Ask For 
KLIXON Protectors 


TROY, N. Y.: Kenneth C. Jolivette, president of the Tri- 
State Electric Motors, Inc., largest motor sales and repair 
shop in Northeastern New York State, is enthusiastic 
over the way KLIXON Inherent Overheat Protectors 


prevent motor burnouts. 


“We handle many thousands of motor repair jobs every 
year. We've found Klixon Protectors prevent motor 
burnouts and keep our customers happy. In fact our 
customers are now beginning to demand Klixon pro- 


tected motors.” 


Klixon Protectors Reduce 
Service Calls and Repairs by 
Preventing Motor Burnouts 


The KLIXON Protector, illustrated, is built 
into the motor by the motor manufacturer. In 
such equipment as cefrigerators, oil burn- 





— ers, washing machines, etc., they keep 
Reset motors working by preventing burnouts. 

If you would like increased customer-prefer- 

ence, reduced service calls and minimized 

Acpometia repairs and replacements, it will pay you 
Reset well to ask for equipment with KLIXON 





Protectors. 


SPENCER THERMOSTAT 
Division of Metals & Controls Corporation 
2512 FOREST STREET, ATTLEBORO, MASS. 





KLixo 
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Legal Riddles Answered 





jority of readers an “‘as is” clause in a 
contract has absolutely no legal effect 
to relieve a seller from liability under 
an implied guarantee, if the seller 
made certain statements before the 
contract was signed. 

It is true, of course, that an “im- 
plied” warranty does not exist when 
a seller “expressly” 


goods 


guarantees his 
In other words, both an “im- 
plied” and “expressed” warranty can- 
not arise from the same sale contract. 
This is so because the law is well 
settled that if the contract contains an 
“expressed” warranty, the “implied” 
warranty is automatically rendered 
void Moreover, irrespective of all 
clauses intended by the seller to avoid 
liability for guarantees, the seller re 
mains liable and accountable for his 
legal fraud and deceit. 

In view of this law, while (1) an im 
plied guarantee is rendered void by an 
expressed guarantee, and (2) an ex 
pressed guarantee may be rendered 
void by an “‘as is” clause, yet the seller 
always remains responsible for his own 
fraud or deceit. 

Hence, it is well to explain that a 
seller, as an electrical dealer, never is 
liable for fraud if the evidence proves 
either of these facts: (1) That the seller 
or his agent made a false statement 
after the contract was signed: (2) that 
the seller or his agent actuallv did not 
know that the quality of the merch- 
indise was not the same as claimed in 
the sale contract, but he merely ex 
pressed an opinion that he believed the 
quality to be as he represented; (3) or 
the purchaser did not rely upon or be- 
lieve the guarantee or statements made 
by the seller or his agent. 

In other words, a dealer may with 
out liability make false statements re- 
garding the quality of merchandise, 
if the purchaser knows that the 
statements are false, irrespective of the 
contents of a contract. This is so be- 
cause the purchaser is not defrauded 
by promises which he knows are false. 


Chance To Inspect 


According to a recent higher court 
an ‘“‘as is” or similar clause in a con 
tract of sale is valid and effective if the 
purchaser is an experienced buyer and 
had an opportunity to inspect the sub- 
ject of the sale. This is the law al 
though the seller made fraudulent 
statements to the buyer, as to the value 
or worth of the used article being sold. 

In Washington v. Southern, 112 
S. FE. 905, the testimony showed facts, 
as follows: A sale contract for an elec- 
trical machine stated that it was ac- 
cepted by the buyer “in its present 
condition”. The buyer, who was ex- 
perienced in judging the quality and 
value of machines, had the oppor- 
tunity to carefully inspect it. 

In subsequent suit the higher court 
held that the purchaser must pay the 
full contract price, although he al- 
leged that the seller misrepresented 
the worth and quality of the raachine. 

For comparison, see Baglehole, 3 
Campb 154. In this case the contract 
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contained a clause stating that the 
“used” washing machine was sold 
“with all its faults’. 

The higher court refused to hold 
the seller liable, although the testi- 
mony showed that the machine was 
practically inoperative. ‘This court 
said 

“Where an article is sold ‘with all 
faults’ I think it is quite immaterial 
how many faults it has unless the pur- 
chaser used some artifice to disguise 
them and to prevent their being dis 
covered by the purchaser.” 

For further comparison, see Canton 
Hardware Company v. Haller, 53 
N. E. (2d) 509 


Minor Contracts 


A retailer of retail electrical supplies 
stated, as follows: “I understand from 
reading your past articles that a seller 
cannot recover payment for electrical 
equipment sold to a minor. My ques 
tion is: What can I do to protect m 
self against losses on sales made to 
minors?” 

I shall endeavor to explain in simpl 
language just how, in my opinion, 


1] 


llers of electrical appliances, radios, 


television sets, etc., should deal with 
mino First, if you are uncertain 
whether a prospective purchaser is a 


minor, you should ask him if he is a 
Also, his state 
ment should be made before witnesses 
The fact that the minor falsely states 
to you that he is an adult when, in 
fact he is a minor, will not always re- 
lieve you from your normal responsi- 
bilitic In order to be in a better 
legal position, in this respect, it may 
be advisable for you to have the pros 


minor, or an adult 


pective customer sign a paper that he 

an adult before you to sell 
merchandise to him 

On the other hand, assume that the 
minor wants to make a purchase, and 
you want to sell merchandise he de- 
sires. You should write a contract in 
which an adult he names is the real 
ind legal purchaser, and insert a clause 
in the contract which very clearly 
states that the minor wants to purchase 
the merchandise and further as in the 
past you have and now refuse to sell 
merchandise to minors, it is fully 
and clearly agreed that the merchan- 
dise desired by the minor is being 
sold to the adult, named by the 
minor, and that such adult is the actual 
and legal purchaser, and that this adult 
is making the purchase intending to 
resell the merchandise to the minor 
In this manner you have made it very 
clear that you are not selling the mer- 
chandise to the minor; that vou have 
refused to sell the merchandise to him; 
and that you are selling to an adult 
who agrees that he is making the pur- 
chase and assuminy full responsibilities 
as the legal and lawful purchaser in 
order to accommodate the minor so 
that the latter may have possession and 
use of the equipment or merchandise 
he desires. By this plan you avoid 
losing a sale of merchandise that 

(Continued on page 104 


gret 
“oe 


1953—ELECTRICAL MERCHANDISING 





ELECTRICAL 





peak WeW 








worchardiciug cynbol | 


EOR YOU THIS EMBLEM MEANS EASIER SELLING 
FOR CONSUMERS IT MEANS GREATER VALUE 
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FOSBOND 


77) a 
” resistant 


‘ie FOsBOND emblem on a_ metal 
product shows that the article has been 
processed with Pennsalt Fosbond. 

This protective undercoating locks 
finish to metal . . . resists corrosion. 
You can be assured that the new look 
will last. 

When a manufacturer offers you a 
product bearing thisemblem, you can feel 
confident that he has made every effort to 
make his product top quality—as proved 
by his desire to give it a better finish. 

In selling such an article, you gain 
two outstanding sales features: (1) 


customer service dept. 


429 Widener Building 
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Fosbond-treated products keep a like- 
new finish for years, and (2) the Fosbond 
emblem carries the famous Good House- 
keeping Guaranty Seal—recognized 
by consumers as a dependable buy- 
ing guide. 

The Fosbond story is being advertised 
in The Saturday Evening Post, Good 
Housekeeping, and other publications. 
The colorful Fosbond emblem will soon 
be seen on thousands of metal products 
in stores throughout the nation. 

Keep it in mind—it can help make 
your selling job easier! 





Pennsalt 
PENNSYLVANIA SALT MANUFACTURING COMPANY MGiCduitcceLes 


Philadelphia 7, Pa. 
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all channel UHF converter 








Comparative tests... Performance... 
Clearer reception ...Prove the superiority 
of design and construction! 





THERE is no longer any question as to which is 
the finest all channel UHF converter available 
today. The General Instrument has demon- 
strated again and again its many outstanding 
features and now is definitely established as 


the leader in the field. The General Instrument 





all channel UHF converter has built immeasur- 
able “customer satisfaction” for those who 


have sold it,installed it, bought it! 








For the finest UHF converter — the General Instrument! 


Jobbers 


-. \\ysree MENT 


| ENERAY 







some Choice 
territories still 
remain open 
Write for 

di tails 








* FORMERLY “SILVERLINE’ 





ral Instrument & Appliance 


CORPORATION 


Subsidiary of GENERAL INSTRUMENT CORPORATION * 829 Newark Avrinue + Elizebeth 3, N. J. 





* 
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may net you a nice profit, and at the 
same time you entirely and lawfully 
eliminate any and all future legal 
liabilities the minor may fil 

If, on the other hand, you merely 


ell the merchandise to the adult with 


yut having a clea understanding that 
the adult is making th purchase to 
resell to the minor, it ious that 
1 higher urt will assume and imply 
that although the adult actually made 
the purchase yet you, knowing that 
finally the minor would take possession 
f the merchandise, 1 ely “used” the 
idult to t po iril 
the merchandise vy ly th 
nin 1 ] l the 
idult That 1 < t leva 
itu it 1 
1 
tan t | 
t late th sin 
l nor 


Can Sue For Profit 


Consid ‘ n 
from tin time t jue 
tion: If a ircha ¢ i pt 
deli ha l m hand 
what are tl gal rigl ler? 

\ rding to ¢ nt nign court 
h the \ WI! bu € 
neglects or refuses to accept and pai 
for purchased electrical goods, the seller 
may maintain a suit wainst him for 
damages. If there is an available market 
for the goods, the measure of damage 
to the seller is the difference between 
the contract price and the market pri 
at the time the goods ought to have 
been iccepted by the purch r. Gen 
rall peaking, th ! I] 
would have earned had the contract 
been fully performed by the purchas 
the actual id collect j \ 

Her m { 
tract f 
cha 1 

| 1 l B | ) 

Com } Theo. M | 

ing Company, 218 Pa 2 7 
testimony showed fact \ 
dea de 1 1,0 not 

fr m nanutfact <l ) 

of $2.45 | | 
manufact l 
man tured th iall 
for the deal n tt del 
same to the lealer wh I 1 to pa 
for the same, or to accept delivery 
Then the seller sued to recover the full 
contract price of the motors 

In refusing to hold in favor of the 
manufacturer, the higher court ex- 


plained that the manufacturer should 
have first notified the purchaser that 
he was holding the motors for his dis- 
position and then, instead of suing the 
dealer for the full contract price, he 
should have sued the dealer for the 
profits he would have earned had the 
dealer fulfilled the contract terms. 

“It is clear that plaintiff (manufac- 
turer) sought to recover the purchase 
price of one thousand motors. There 
is nothing in the complaint to indicate 
plaintiff sought to recover damages, as 
distinguished from contract price.” 


End 
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Get | 


nvoices out on time 


with Bruning COPYFLEX 













Today’s Paperwork Engineered 
with Jet-Age Speed 


How COPYFLEX pays off 


Speeds invoicing 

Simplifies back-ordering 
Prevents transcription errors 
Frees personnel for other tasks 


Eliminates checking and proof- 
reading 
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Many offices just can’t seem to get 
invoices Out. Delay piles on delay, with 
invoices being mailed long after mer- 
chandise is shipped. Therefore collec- 
tions lag, turnover is slow, and profits 
suffer. 


If this happens in your office, take a 
tip from the growing number of whole- 
salers who are marking up big savings 
in time and money with a Bruning 
Copyfiex Order-Invoice System. 


With “one-writing” order forms, you 
eliminate all re-writing and manual 
transcription for stock selection, pric- 
ing, extension, billing, and internal ac- 
counting. Copies are made in seconds 
on a Bruning Copyflex machine. The 
system is easily adapted to your present 
paperwork routine. Invoicing snarls 
clear up, back-order headaches disap- 
pear, transcription errors are ended. 


Model 14 
COPYFLEX 


4700 Montrose Avenue, Chicago 41, Ill. 


Facts About COPYFLEX 


A Bruning COPYFLEX machine 
copies anything typed, written, drawn 
or printed on ordinary translucent 
stock. In just seconds it turns out error- 
proof, ready-to-use, black-on-white, 
diazotype copies of anything from a 
big accounting worksheet to a small 
memo. Copying costs average less than 
2¢ per sq. ft. No exhausts, dark rooms, 
messy inks or stencils are required, And 
anyone can operate a COPYFLEX 
with a two-minute explanation, 


Find Ovt About COPYFLEX Now 


Send the coupon today for a fact- 
filled free booklet on how a Bruning 
COPYFLEX Order-Invoice System 
can streamline your paperwork...and 
save you money too. 


oe oe ow oe oe CHARLES BRUNING COMPANY, INC. = = = = oe 


Dept. 2123 


(1 Send me free booklet. 
( Show me how COPYFLEX can speed order-invoicing. 


foe coe oe one ee oe os OFFICES IN PRINCIPAL CITIES © ome cee cue com oe oe 


PAGE 


sates aro EE “eer are cerry mae came ome od 





é 





105 























Week upon week year after year decade on decade 


Load up the basket lug up the stairs hang up 


the wash 
On and on and on and on and on and on and on 


The clothesline prop (even if she gets it up) will 
help her only momentarily. The real prop she, needs 
is you. You can save her from an endless cycle of 
washday drudgery—and make money doing it—by 
selling her an automatic dryer with the famous 


Lovell Drying System. Here are the facts to use: 


Saas 
America’s newest household blessing WF Drying s 


(Remind every customer that she can get her wash do 

















The prop she really 


needs is you 


1. Thermostatic Control: 

(a) Dial provides for ten degrees of dryness. 
(b) Automatic shut-off at desired dryness 
Vacuum Drying System preheats air, has highest 


hourly drying rate, costs less to operate, reduces 
lint accumulation, 

3. New Extra-laree Infrared Element has three times 
more heating area, purifies clothes, dries them 
more gently. 

1. Easy-to-unload Door is extra large, opens all the 
way. Gives full visibility. 


5. Air-cooled Cabinet allows easy access for cleaning. 


automatic a 


er—and that the combination costs less than she thinks!) 


6. Easy-to-clean Lint Trap. 
. Lint Trap Safety By-pass prevents clogging if user 
fails to empty trap. 
8. Outdoor Humidity Vent is easily connected at rear. 
9. Handy Clean-out Duct to remove sand, small objects. 
The Lovell Drying System is 
used in 15 leading makes of 
tumble-type dryers, both gas and 
electric. Lovell Mfg. Co., Erie, Pa. 
Also makers of famous Lovell 





Pressure Cleansing Wringer::. 


ystem 


ELECTRIC and GAS 





ELECTRICAL 


APPLIANCE NEWS 


NEW PRODUCTS 











NORGE Range 


Norge Div., 

Borg-Warner Corp., 

Merchandise Mart Plaza, 

Chicago, 54, Ill. 

Model: Promotional electric range 

No. E-77B. 

Selling Features: A modification of 

the E-77; features include hi-lo 

deepwell cooker, minitmaster timer, 

center automatic oven with clock 

timer and window door; 4-way 
ifety switch; smokeless broiler and 
2-side storage compartments 





HOTPOINT Dishwashers 


Hotpoint Co., 
5600 W. Taylor St., 
Chicago, 44, Ill. 


Model: A new mobile automatic 
l h va her No 40M( P22 high 
new series of 5 1954 dish 


eT 


Selling Features: Mobile unit 


quipped with removable casters 
drain and water supply hoses, rolls 
ip to sink: easily converted to pe! 


nanent installation by removing 
isters and plumbing in; a full siz 
iutomatic model, it has all fea 
tures in present models such a 
phantom drain, dual detergent di 
enser, reversible sliding racks, 6¢ 
piece capacity, double wash and 
rinse, and Calrod drying element. 
Other models in 1954 line in 
cludes a 27-in. undercounter model, 
40MC18; a 27-in. undercounter 
pump drain model 40MCP18; a 


48 in. dishwasher-sink, 40MC20; 
and a 49 in. dishwasher-sink pump 
drain model, 40MCP20. 

All models feature gravity drain 
principle; Calrod element for dry 
ing and boosting water temperature 
during wash cycle. Qui-Konnects 
can be installed with existing 
plumbing using present sink drain 

Sliding reversible racks, dual de 
tergent dispenser, phantom drain, 
illuminated control panel to indi 
cate when machine is in operation 

Sink models have high back 
splasher with 2 soap compartments 
and faucet operated by single lever 





FRIGIDAIRE Air Conditioners 


Frigidaire Div., 
General Motors Corp., 
Dayton, 1, Ohio. 


Models: Frigidaire 1954 ‘Silver 
\nniversary’’ room air conditioners 
Selling Features: Improved decor 
with “Coca-Rio Beige” color with 
gold and chrome trim; ‘Twin’ 
models available with high-flow 
heating; all have optional thermo 
stat control for fully automati 
operation; balanced mounting. 

2 series of models: ““T'win” con 
sisting of 4 and 1 h.p. units; and 

Super” with 4 and 4 h.p. unit 

“Twin” series have 2 complete 

refrigeration systems with rotary 
type Meter-Miser compressors—one 
or both system can be operated at 
discretion heavy-gauge steel cabi 
nets with plastic air delivery grill 
causes air to move up or down a 
desired; behind grilles are vane 
that direct air in any horizontal 
direction, providing “Great Circl 
Cooling” without drafts High 
capacity centrifugal blower-type fan 
housed in section behind alu 
minum finned cooling coil and 
urrounded by special sound-ab 
orbing insulation. Return air 
comes into unit along bottom front 
edge ahead of full-length air filter; 
Master switch operates cooling sys 
tems and fan. 

“Super” series units are available 
for 115 volt operation only. 
“Twin” series are available for 115, 
208, 230 volt service. 
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WESTINGHOUSE Cleaner 


Westinghouse Electric Corp., 
Mansfield, O. 


Model: Westinghouse upright 
cleaner “The Automatic” No. 
FA-12. 

Selling Features: Features as stand 
ard equipment a “‘toss-away” dis 
posable bag; automatic nozzle ad 
justment; automatic handle which 
adjusts to any cleaning or storage 
position with finger tip pressure; 
automatic free-floating brush _ roll; 
which adjusts to maintain constant 
contact with carpet regardless of 
brush wear; attach-adapter, makes 
it possible to attach all cleaning 
and dusting tools without bending 
or stooping; twin-fans give cleaner 
more suction power and greater 
cfhciency, picking up dirt in a 
14-in. path—entire width of nozzle; 
a short stiff bristle beats carpet 
gently to loosen dirt~a second row 
of soft sweeping bristles picks up 
dirt. 

Cleaner body is 4% in. high for 
easy Cleaning under low furniture 
non-marring vinyl bumper and 
headlight on front of body are other 


features 






THERMADOR Cooking Tops 
Thermador Electrical Mfg. Co., 

Los Angeles, 22, Calif. 

Models: 2 new cooking tops hav 
been added to Thermador bilt-in 
line. 


Selling Features: Brings selection of 


different Thermador cooking tops 


to a total of 7 models ranging in 
size from 2 to 4 units with middk 
griddle. 

New cooking tops, have identical 
sizes of 30 in. long x 213 in. wide; 
designed specifically for maximum 
facilities within limited areas; stain 









ANNA A, NOONE 


- 


less steel; available with 2 arrange 
ments: SU-4C, with 3. speedy 


Thermo-Kleen surface units and a 


deep-well cooker, and SU-4D with 
4 surface units. 





GIBSON Range 


Gibson Refrigerator Co., 
Greenville, Mich. 


Model: Gibson “Thirty”? new 30 
in. electric range. 

Selling Features: Super-heat auto 
matic oven measures 25x15x20 in 
window in door; high-speed broiler 
provides fast radiant heat; four 
peed surface units provide heat 
from simmer through high-speed 
work space is centered between sur 
face cooking units; acid and chip 
resistant porcelain exterior; imsu 
lated chrome handles; oven insu 
lated on all 6 sides; concealed oven 
vent 





VIKING Window Fan 


Viking Air Conditioning Corp., 
5601 Walworth Ave., 
Cleveland, 2, O. 


Model: Viking “955” window fan 
Selling Features: Electrically revers 
ible~it exhausts warm or stale room 
ip at 3500 cfm and when reversed 
cools by diffussed air circulation 
+ new fan blades replace old 3 
blade system providing an increas¢ 
of 400 cfm with a decrease to 712 
rpm; 20 speed motor controlled by 
arm level push button controls; 
both speeds can be utilized on ex 
leust and intake operations 
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SIMPLEX Dryers 


lroner Div. 
Speed Queen Corp., 
Algonquin, Ill 
Models: §-541] electri and 
8-540G, ga 
Selling Features: Accessible, mid 
door lint trap requires no insula 
tion; adapter for venting standard 
equipment; controls include adjust 
ible thermostat to select prope: 
drying temperature—high, 210, m« 
dium, 170 and low 125 degs.; time 
ontrol from 10 to 120 min.; drying 
time: damp dry, 20-35 min; full 
dry, 35-45 min.; 8 Ibs. dry capacity; 
equipped with safety thermostat 
Gas model has automatic electric 
ignition; available for LP, manufac- 
tured, mixed or natural gas. 


> 
. ‘ 


o 
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HOTPOINT Refrigerators 


Hotpoint Co., 

5600 W. Taylor Srt., 

Chicago, 44, Ill. 

Models; 9 New 1954 Hotpoint re 
frigerators 

Selling Features: Hightlights of 4 of 
the 9 models include a “Capri” in 
terior color scheme on 2 models; a 
humidity indicator on 1 model; 
an aluminum foil dispenser on 3 
models; a swing-out plastic meat 
an on 3 models; heated butter 
wl side opening freezer doors, on 
4 models. 

Top model, 4EW114, 11.4 cu. 
ft. capacity, is a deluxe 2-door com 
bination freezer and _ refrigerator; 
freezer holds 88 Ibs. frozen food at 
zero. temperature; automatic de 
frost and water disposal system; 
meat-mart—a swing-out polystyrene 
meat tray; Stor-Away aluminum foil 
dispenser on door; humidity indi 
cator tells when food is at proper 
humidity; aluminum sliding shelves 
come completely out. 

The other 3 special feature 
models 4EH115, 4EHI01 and 
4EGI101 are single door models 
with same insulated inner food 
freezer as the top model 

Aluminum evaporators are used 


in all 1954 models. 
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Economy-priced model 4EA76 is 
only 2 ft. wide, 56 in. high, has 7.6 
cu. ft. capacity; features include 
liding aluminum shelves, rounded 
interior corners; 9-position ¢ old con 
trol. 

2 medium-priced 10.5 cu. ft. 
models, 4EB105 and 4EC105, one 
has pushbutton defrost, the other 
manual defrost; both models avail 
ible with “Capri” interiors and 
freezers that hold 49 Ibs. food. 





PERFECTION Range 


Perfection Stove Co., 
7609 Platt Ave., 
Cleveland, 4, Ohio 


Model: Perfection range No. L-406 
Selling Features: New “Light 
Director” chromium lamp extends 
entire width of range giving a 40-in 
flood of light; 4-surface units with 
capacities from 1250 to 2100 watts, 
including auto-lift deep-well cooker; 
divided top; automatic “Flavo 
finished in black 
porcelain enamel; removable racks 


ramic oven 


ind rack guides and rounded cor 
nel interior light has manual 
vitch and smokeless broiler; waist 
high food-warming drawer has 400 
watt unit with manual switch; 
timed electric outlet on back 
plasher controlled by timer-clock 
for automatic operation; 2 storage 
drawers. 








G-E Automatic Washer 


General Electric Co., 

Major Appliance Div., 
310 W. Liberty St., 

Louisville, 2, Ky. 


Model: G-E. automatic washer No 
W \ 650. 

Selling Features: Matches dryer, 
DA-621, in height, exterior styling, 
finish, control dials mounted on 
t-in. backsplasher; one dial controls 
wash cvcle, the second, (“Fabri- 
Flex”) sets wash water temperature, 
turns machine off and on. “Fabri 
Flex’ permits adding forgotten 
piece to load or long soak of heavily 


soiled articles; makes it possible to 
stop, restart at same moment in 
cycle interruption will repeat, skip 
any stage in cycle. 

lop-loading, free-standing; oper 
ates on agitator principle; once 
started, it automatically washes, 
spins, spray-rinses, deep rinses un- 
der activation, spin-dries and shuts 


itself off. Automatically fills with 
17-gal. water for full 9 lb. load 
maller loads from 5 to 9 Ibs.. can be 

ished with from 10 to 17 gal. bi 
pressing water-saver control bar on 
} 


backsplasher after water has risen 
to desired level; same operation can 

repeated for deep-rinse phase. 
Acid and alkalis resistant blue 


por elain washbasket: black-plastic 





usAIRco Air Conditioners 


United States Air Conditioning Corp., 
3300 Como Ave., S. E., 
Minneapolis, 14, Minn. 


Models: usAIRco 1954 line win 
dow-type room air conditioners 
Selling Features: I'catures Fiberglas 
construction inside and out; Fiber 
glas provides lighter weight, elimi 
nates rust and corrosion, minimizes 
condensation on outside, provide 
ound and thermal insulation. 
Heating is provided as standard 
equipment--either reverse cycle op 
eration or electric heat strips; inside 
cabinet extends less than 2 in. into 
room; thermostatic control is stand 
ard on all models; simplified push 
button concealed contiol panel; 
2-speed fan motor proviaes quiet 


operation and increased dehumidi 


fication if desired; damper permits 
exhaust of stai ir and intake of 
fresh air; sciewless mounting 


bracket will not mar window frame. 

Base pan, window blockoffs, in- 
terior parts including partition, 
blower housing and fan shroud are 
of Fiberglas; steel is used only in 
plenum chamber, switch cover 
mounting bracket and motor base. 

3 models, with cooling capacities 
of 4, 3 and 1-ton, feature electric 
strip heating as standard equip 
ment; reverse cycle units are pro- 
duced in }, and 1-ton sizes. 

6 button controls: Cool-high, 
Cool-low, Fan-high, Fan-low and 2 
buttons for heating and turning 
equipment off; a single knob con- 
trols thermostat; 2 push-pull knobs 
provide continuously variable ex- 
haust and fresh air intake damper 
openings; removable filters. Light 
color, exterior. 








KELVINATOR Washers 


Kelvinator Div., 
Nash-Kelvinator Corp., 
Detroit, Mich. 


Models: New lower-priced automa- 
tic AWS and 2 new low-priced 
wringer-washers, WB and WPB 
have been added to Kelvinator 
home laundry line 

Selling Features: Automatic AWS, 
features “shampoo” washing, ‘“‘x- 
agitation and_ overflow 
rinsing; holds up to 9 Ibs. dry; top 


centric” 


loading; water is mixed automatic- 
illy; warm water is provided auto- 
matically by timer operating so- 
lenoic valves in hot and cold inlet 
lines 

“X-centric” agitator has specially 
designed rubber fins and numerous 
spray-holes, 2 separate washing ac- 
tions—whole agitator moves in an 
eccentric off-center circle in rela 
tion to tub, 300 times a minute. 

“Shampoo” washing takes place 
it start of wash cvcle with full 
measure of soap or detergent in 
only half tub of water, eliminating 
| to pre-treat clothes 


nee 





PERFECTION Water Heaters 


Perfection Stove Co., 
7609 Platt Ave., 
Cleveland, 4, Ohio 


Models: 4 Perfection plug-in water 
heaters. 

Selling Features: Available in sizes 
from 54 to 12-gal.; suitable for 
cabanas, trailers service stations, 
dairy barns etc.; fits under wash 
bewl or sink; plugs into 110-120 
volt a.c.; heavy-duty, snap-action 
thermostat access’ bie through cover 
plate atop heater; automatically 
controls heater and adjusts to pro- 
vide desired water temperature; 
available with one or two heating 
clements at no extra cost for second 
clement; magnesium alloy rod; 
white baked enamel finish with 
chrome trip and gray hammerloid 
enameled base. 
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DEAL YOURSELF 
3 Westinghouse ACES 


and 
WIN EXTRA PROFITS! 





Don’t miss the 
complete details 
next 4 pages 
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TS A BLUE CHIP} 








S MODELS... 


Westinghouse Room Air Conditioners 
Will Fit Every Customer’s Needs 


Available in 42-hp and %4-hp Special... %-hp, 1-hp and 
1¥%2-hp Deluxe. All models have the Westinghouse ex- 
clusive concealed Comfort Control. 

De luxe Models, AW-75D (34 hp) and AW-100D (1 hp) 
have push-button Comfort Control, built-in thermostat, 
solenoid-operated dampers, two-speed fan motors and 


Only the EXCLUSIVE electric heat. AW-150D (142 hp) has all these features 


except electric heat. 


+ Special Models AW-50 (‘4 t and AW-75 (% I have 
Westinghouse Comfort Control serpsillagce « ln 08 rhe cima 


dial-type control, single-speed fan motor, thermostat as 


Gives YOU THREE Major Comfort an accessory, and are without electric heat. 
Conditions with TEN Comfort Zones 


Illustrated above is the Westinghouse Comfort Control 
for the %4-hp and 1-hp De luxe Units. Concealed, 
protected from dust and tampering, this unique 
control buttons up practically any weather comfort 
desired. At a no-stoop level, it’s easier to operate . .. 
directions are easier to see, easier to read, a dis- 
tinctive selling feature . . . arouses curiosity, easy 
to demonstrate. 





ADJUSTABLE 
Draft-Free Grilles 


Can be independently 
turned to direct circulation 
to any preferred pattern: 
up, down, right or left. 





er 
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LINE ALL THE WAY! 





NEW Westinghouse 4 
ROOM AIR CONDITIONERS 





BUY 6... PAY LATER and you get 


e Deferred billing 
e Protection against loss by price reduction to June 10 


e Special discount for early season orders 


with the NEW 


PLUS FREE DRAMATIC DISPLAY F Westinghouse 


mg § ROOM AIR CONDITIONER 


Action! Light! Motion! 3-dimensional plastic globe. Plus a & 4/7 THE L/D AND £00K 


modern, beautiful, sturdy, wrought-iron base. 





PLUS ... Full-Color Feature Guides, Leaflets, Specification 
Sheets... PLUS Window Banners, Sales Promotion Guide and 


Survey Application Pads. 


| AN OVER-ALL PROMOTION PACKAGE 
| WORTH $33.75...FOR FREE! 


BUY 3... PAY LATER and you get 


Everything in the 6-Unit Deal above except the action display. LA A AE SELEPIL AE etis peli 


y 
You get the Base and all the dealer helps (as listed above). /jpame 


AN OVER-ALL PROMOTION PACKAGE WESTINGHOUSE 


WORTH $12.75...FOR FREE! Room 
Air Conditioner " 


) “Cools in Summer 


* Heats in Winter 


See following pages for 
1954 Dehumidifiers 
and Water Coolers 











seat ate 


Window Decals (as illustrated below) will be supplied to certified 
dealers by your distributor salesman. It appears in all 
Westinghouse consumer literature and advertising 

... constantly reminds prospects where to buy. 
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W Westinghouse 


1954 DEHUMIDIFIERS 

















> 2 Models...New! Improved! 


The De /uxe HR-4A is a dual-purpose appliance, 
easier to sell because it has year-round appeal; 
dries air in summer and heats in winter 
assures fast turnover in every area where moisture 
damage is a problem. 

Special Model H-4 has all the big selling features 
of the HR-4A, except casters and electric heat. 


Both models are thirsty giants, extract up to 3 





< 
gallons of moisture from an enclosed area of 10,000 « a 
: © 
, cubic feet every 24 hours. <. ~ 
' €x: 
- « ~~ 
& * 
tar <. = 
£ an = = 
etl ; cee 
‘ Pre of 
b, ¢ Deferred billing oun ei 
€ . > 
. 
tk * Protection against loss by price reduction to = 
s June 10 
ie 
it ¢ Special discount for early season orders 


PLUS... FREE DISPLAY AND 
PROMOTION PACKAGE WORTH $6.00 


Package contains Display (as illustrated) PLUS Feature Guides, 


Window Banners, Consumer Folders. PLUS Free Home Trial Mailers. PLUS 
a sensational offer! An unlimited quantity of full-color, return-type 
envelope stuffers with FREE imprint. We supply everything for FREE. 
All you do is mail them! Ask your distributor salesman for the details. 
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BLUE CHIPS WITH... 
EW Westinghouse 


1954 WATER COOLERS 


A type and capacity 
for every need : 















GET ONE FOR STORE USE } 

A: 

at an EXTRA Special Price 

Again in 1954, Westinghouse offers a Water Cooler for every ‘ 


need. New design! New features! Greater capacity! A full line 
of all types of Water Coolers including Bottle Coolers and Com- 
partment Coolers. Your floor installation will help you sell. And 


it can be a traffic builder, too. 


F RE E e This Decal for your store window invites shop- fy 


pers into your store with this message . . / 







USE THIS DECAL > 
TO DEVELOP TRAFFIC 
AND HELP YOU SELL 
WESTINGHOUSE 


/ 
@ Room Air Conditioners / 
@ Dehumidifiers 
ates Per 
@ Water Coolers ed °0/e, 


~~. 
ine 








FS Fem er 
you CAN BE SURE...1F irs 


Westinghouse 

















WESTINGHOUSE ELECTRIC CORPORATION © ELECTRIC APPLIANCE DIVISION © SPRINGFIELD 2, MASS. 
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WESTCLOX Clock 


Westclox Div., 

General Time Corp., 

La Salle, ill. 

Device: Westclox “Glo-Larm”’ ele 
tric alarm 

Selling Features: Hidden light 
shines through translucent fac 
light can be turned to bright, dim 
or off; available in 3 colors: bieg« 
ivory and aqua green; designed for 
bedroom; also suitable for T'V room 
etc 





ILG Ventilator 


lig Electric Ventilating Co., 

2850 N. Crawford Ave., 

Chicago, 41, Il. 

Model: [lg kitchen ventilator unit, 
LC-8 

Selling Features: Designed for 
homes in lower and medium priced 
brackets; features an air exhaust 
capacity of 425 cfm; a totally en 
closed 1550 rpm motor with no ‘T'V 
or radio interference; Neoprene 
covered, grease-proof connections. 





TROPIC-AIRE Heaters 

Tropic-Aire, Inc., 
Sub. McGraw Electric Co., 
Elgin, tl. 
Models: 3 new Tropic-Aire heaters 

Ray Vector, Fan-type heater and 
All-Purpose fan, 
Selling Features: Ray Vector room 
heater radiates warmth to one 
specific area Or warms entire room 
with circulated heat; rotates to 
horizontal or vertical position al 
lowing infra-red rays to penetrate; 
safety switch turns off current in 
case heater is accidentally tipped; 
dark green finish with chromium 
tubular stand. 

Tropic-Aire fan-type heater takes 
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less than $ cu. ft. space; heats aver 
age bathroom, nursery etc.; quiet 
imduction motor and 4-blanded 
fan; wide base eliminates tipping, 
non-sagging rounded corners; con 
venient handle groove; enamel and 
copper finish. 





\ll-Purpose fan-heater does a 
-way job—its a fan, heater and air 
circulator in one; Miracle Disc pro 
vides fingertip regulation of speed 
for right amount of hot or cool ai 
desired; can cool large areas, heat 
drafty rooms or circulate heavy ai 
quietly. 





YOUNGSTOWN KITCHENS 
Ventilator 


Appliance Div., 

Mullins Mfg. Corp., 

Warren, O. 

Device: Youngstown Kitchens Ven 
tilator No. YK-600 


Selling Features: Unit consists of 
an assembled range hood and pro 
pellor-type exhaust fan; hood traps 
odors, steam, grease at range 
source; hood is 42 in. long, 20 in 
front to back and 12 in. high at 
wall; constructed to leave range top 
completely accessible: equipped 
with 2 incandescent lights; switches 
located under front edge of hood 

Propellor-type fan delivers 250 
to 275 cfm; entire unit designed 
for use beneath a Youngstown 
Kitchens wall cabinet; cabinet 42 
in. wide, 18 in. high with fan and 
vent located in left side cabinet 


White of copper enamel finish 

\ deluxe model YK-300-F has 
hrome trim and twin-wheel blower 
with permanent aluminum foil 
filter that can be cleaned with soap 
md water. 

















GIBSON Air Conditioners 
Gibson Refrigerator Co., 
Greenville, Mich. 

Models: New line of 9 air condi- 


tioners includes 5 sizes 


Selling Features: Sizes include a 
|-h.p. model for rooms up to 825 
q. ft. Deluxe, } h.p. for rooms 
ip to 580 sq. ft.; Standard ¢ h.p. 
for rooms up to 500 sq. ft.; 4 h.p 
lor rooms up to 425 sq. ft; and 

h.p. for 300 sq. ft. 

Controllable top-air vents pre- 
ents drafts, hot spots, cold gusts; 
onditions air 8-ways: Gib-Sun-Air 
ozone lamp kills bacteria, freshens 
ir, and makes it odorfree; exhales 
tale air; wings excess moisture, 
breathes in fresh air; filters it, re- 
frigerates it and circulates it draft 
free. In cool weather change-over 
from hot to cool weather operation 

provided at flick of switch. 

Motors, compressor and exhaust 
fan located outside window; con 
trols hidden from sight in modern 
cabinet; (1-h.p. model has Moderne 
mahogany baked enamel; Deluxe 
3 h.p. unit has Moderne mahogany 
or Baffin beige.) 

Other features include extra 
thick filter; hermetically sealed sys 
tem; weather-proofed, rustproofed 
galvanized steel exterior. 





KING Air Conditioner 


King Refrigerator Corp., 
7602 Woodhaven Bivd., 
Glendale, L. |., N. Y. 


Model: King room air conditioner. 
Selling Features: Available in 4, 7 
and 1-ton sizes; flush type construc- 
tion—ic, fits almost flush to window 
sill on inside of room; push button 
control; 3?-ton model is available 
with or without thermostat. 
Deliveries: Start sometime in Janu- 
ary. 








EVERSHARP Mower 


Midwest Mower Corp., 
Hannibal, Mo. 
Device: “Ranger” No. 110, self 
propelled, 21-in. cut rotary mowet 
Selling Features: Equipped with a 
2 h.p., 4 cycle engine; front wheel 
chain drive gives increased maneu 
verability; automatic — retrievable 
starter; mulching type, precision 
ground tool steel blade; 2-piecc 
tubular steel handle; automatic slip 
type blade clutch; positive manual 
tiaction clutch; adjustable cutting 
height from } in. to 2} in. 

A leaf mulcher is available as an 


ACCCSSOTY 


EVERSHARP Edger-Trimmer 


Midwest Mower Corp., 

Hannibal, Mo. 

Device: “Hornet” combination 
edger, trimmer and hedge trimme1 
Selling Features: Designed to elim 
inate need for 3 different tools; 
l-piece disk type hardened, non 
breakable, non-clogging blade; en- 
closed, permanently lubricated mo 
tor operates at 7500 rpm; 2-piece 
handle of aluminum tubing, ad 
justable for easy hedge trimming; 


weighs 4 lbs. 
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PENNWOOD Clock 


Pennwood Numechron Co., 
7249 Frankstown Ave., 
Pittsburgh, Pa. 


Model: Arcturus No. 850. 

Selling Features: Available in wal- 
nut, mahogany or blond wood case; 
4-in. high and deep; 8-in. wide; 
weighs 2} Ibs.; selfstarting; auto 
matically calculates “time at a 
glance.” 
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A New Standard In TV Design! | c 
. 











A New “Hi” In Radio Value! | (py : 


mr" ae 
C9 Cs 
True-Chromatic Color TV" 


*(Subject to FCC Approval) 

















YEE OPS fy 
YOU CAN BE SURE... FITS 


! | Westinghouse mena 
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4 Reasons Why 


PORCELAIN ENAMELED APPLIANCES 
ARE EASIER TO SELL! 


The sparkling beauty of Porcelain En- 
amel makes the important favorable 
first impression on your customers, 
and opens the way for you to bring out 
the other advantages provided only by 
Porcelain Enamel 





















Unsurpassed 
Beauty / 













Because Porcelain Enamel is tops 
in resistance to wear and age, it is 
economical—a sales point you can 
use effectively with buyers of ap.- 
pliances who are interested in mak- 
ing a good investment. 








eo 
( { _ Every housewife will respond to this ap- 


peal—for ‘‘as easy to clean as a china 





dish’ means that she can keep her re- 
go frigerator, range, washer or other por- 

celain enameled appliance spic and 
span with less work 






fi 
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Porcelain Enamel is the Lifetime 
Finish. It resists heat, wear, house- 
hold acids and other hazards. It 
won't fade or discolor—always 
looks attractive 








@eeeeeeeeeeeeeeetreesteste ®@ “ @ ®@ 


“Ho Other Finite gives you all of these potent sales features! Use 


them with your customers by pointing out the extra quality and value they get 


in appliances finished with Genuine Porcelain Enamel! 


This message sponsored by the Frit Division of the 


PORCELAIN ENAMEL INSTITUTE, INC. - 1346 Connecticut Avenue, N.W., Washington 6, D.C. 








Millions of consumers 
are sold on 
PRESTO Products ... 


millions more will be! 





Pre-Sold 


BY FULL COLOR FULL-PAGE AD IN LIFEnov. 30TH 


Plus: 


POST, GOOD HOUSEKEEPING, BETTER HOMES & GAR 
DENS, ESQUIRE, HOUSE BEAUTIFUL and others! 


Tie-In for More Sales and Profit: 


REPRINTS, POINT OF SALE MATERIAL Free! 
WRITE, WIRE, PHONE: ADVERTISING DEPT. 


a 





ff 


AUTOMATIC 


CORSSFSOSSHEHSEOHSEEHSRSSSESEHSHSSECHSSESESEHTESSSSSHESTESSEEESE 
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SEG. us. Par 


ore 





NATIONAL 
PRESTO INDUSTRIES, INC. 


Eau Claire, Wisconsin 


OVER 20 MILLION SATISFIED PRESTO USERS 
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CALCINATOR Incinerator 


Calcinator Corp., 
28th & Water Sts., 
Bay City, Mich. 


Device: Calcinator: improved 1954 
incinerator 

Selling Features: Consumes al! 
burnable garbage and trash—pra¢ 
tically evervthing except cans and 
bottles—no water or sewage con 
nections needed; can be installed 
wherever suitable flue is accéssible; 
uses 600 watts during 24-hr. period 
ailable im 2 models, standard 
metallic brown, and deluxe, whit 
Both are baked enamel silicon 
finishes 





HOTPOINT Ranges 


Hotpoint Co., 

5600 W. Taylor St., 

Chicago, 44, Ill. 

Model: 3 new 30-in. ranges and ( 
new 39-in. models included in Hot 
point’s 1954 range line 


Selling Features: Top 30-in. model 
RH-1, a lighted pushbutton super 
deluxe model features automatu 
rotisserie which electrically barbe 
cues and broils on a rotating skewer 

crics 1s separate ompartment 
next to large oven on left side; when 
rotisserie 1s separate compartment 
m be used tor storage. French 


tryer is available as optional equip 
ment; extra wide storage drawer at 
bottom, reversible oven rack per 
mits variable cooking heights, 2 ap 
pliance outlets and a lifting device 
for Thrift Cooker are other features 

R6-1, medium 


model features 


priced 30-in 
Calrod broil unit, 
oven timer, appliance outlet, cereal 
basket, broiler pan roaster, raisabl 
Vhrift Cooker unit, reversible oven 
rack and storage drawer 

ROL, low-cost, 30 in. model 
features rotary switch controls; Cal 
rod broil unit, Thrift Cooker, nor 
mal appliance outlet, reversible 
oven rack and broiler pan roaster 

2 top 39-in. models, (RD-22 and 
RD-21) feature plug-in “Golden 
Griddle” surface griddle with 170 
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q. in. cooking area, oven-type ther 
mostatic control on mnght sid 
Griddle is a plug-in model, permit 
ting convenient storage after usc 

Other features include Dial-A 
Heat, adjustable surface fry unit; a 
removable Calrod broil unit; french 
fry unit is optional. RD-22 is a 
double oven model; RD-21 singk 
oven 

Other models in line includ 
medium-priced pushbutton model 
RC-21 and RB-58 and 2 low-priced 


rotary switch models. 





BAR-BROOK Fan 

Bar-Brook Mfg. Co., Inc., 
Shreveport, La. 
Model: Bar-Brook utility fan No 
UW 
Selling Features: Operates hor 

ontally or vertically as attic fan 
n also be mstalled as window fan 
or air circulator; 7500 cfm, PFMA 
11,500 cfm ulated air capacity 
way be used with Bar-Brook model 
} HC-33 ceiing shutter; easy to in 
tall; standard equipment includes 
ifetvy wire grill, 11-ft. cord and 
plug with on-off switch 





BERNINA Sewing Machine 


Bernina Sewing Machine Co., 

29 W. 35th St., 

New York City 

Model: 1954 Bernina sewing ma- 
chine “Jewel”. 

Selling Features: lcatures the auto 
matic brain—has eve-level auto 


matic stitch control; allows operator 
to create variation of stitch; built 
in-head-lamp directly over needle; 
calibrated thread tension control: 
cws straight zig-zag, forward and 
reverse; automatic bobbin winder 
release; 3-needle positions; auto- 
inatic drop feed dog; instant bobbin 
change; built-in knee lift; full ro 
tary gear drive; sews with 2 or 3 
ncedles; sews jersey and bias-cuts 
vithout losing its elasticity; darns, 
braids, hems, appliques, embroiders, 
monograms, sews buttons, zippers 
nd buttonholes 








HILD Floor Machine 


Hild Floor Machine Co., 
740 W. Washington Bivd., 
Chicago, 6, Ill. 


Model: Hild ““K”’ floor machine. 


Selling Features: Equipped with 
utomatic safety switch of “mo 
mentary contact” type which turn 
current when switch lever is pressed 
gainst handle grip and instanth 
huts off when operator lets go of 
t h.p. heavy 
duty vertical motor which requires 


crip; equipp d with 


10 lubrication; 124 in. brush spread 
ind brush speed of 210 rpm; at 

tachments available to scrub, wax, 

polish, buff, sand and _ steel-wool 

floors of all kinds; weighs 34 Ib 
38 Ibs. with brush attached. 





BOWEN Water Heaters 


Bowen Water Heater Div., 
Handling Equipment Mfg. Co., 
Wixom, Mich. 

Models: Bowen electric water heat 
Selling Features: Available in 3, 5, 
6, 10, and 15 gal. tank sizes; all 
iluminum rust proor,; prewired at 
factory with outlet and an on and 
off switch as part of heater; suit 
ible for trailers, motels, cabins, of 
fices or wherever hot water from 

ntral source is impractical 
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ELECTRESTEEM Thermostat 
Electric Steam Radiator Corp., 

Paris, Ky. 

Device: Electresteem thermostat 
model W for automatic control of 
portable heaters of all types 
Selling Features: Special bimetal 
thermal clement, 
changes in temperature opcrating 
on a differential of 14 to 2 degs 
I'.; controls heater output in rela 
tion to desired room temperature; 
portable, plug-in design; easy to 
install; unit hangs on wall, a special 
idapter plug goes into any 110-125 


sensitiv to 


volt a.c. outlet; heater plugs into 
acapter receptacle; sealed switch 
issembly; compact, plastic case with 
casy-to-read dial calibrated for tem 
perature control from 50 to 90 


degs. F. with “off” position 





COLDWELL Mowers 


Coldwell Philadelphia Mower Co., 
Div. Toro Mfg. Co., 

Minneapolis, 6, Minn. 

Models: Co!dwell annour 51 
Coldwell lawn mow 

Selling Features: New lin sist 
of an |]8-in. and a 20-in. push-t 


rotary mower; an 18- and 21l-in 
powe! propelled reel mower: and 
a 17-in. push-typc now plow 
“Snow Beam” rotary mowers have 
leaf-mulcher attachment 

(he 20-in. push-type rotary has a 
t-cycle, h.p. engine with rope 


starter and hook; cutting heights 
from 1 to 3 in.; weighs 75 |b 


(he 18-in. power-propelled ree] 
machine has a 4-cvcle 1.1 h.p. en 
cine with oil bath air cleaner and 


rope starter: speeds up to 44 mph 


speed control on handle; cutting 


heights in. to 2 in. weighs 82 
lbs. 

The 2]-in. power propelled recl 
machine has 4-cycle 1.6 h.p. engine 


with recoil starter; same speeds and 


cutting heights as above modcl 

1 8-in push-type rotary has 
t-cvcle, 1.6 h.p. engine; rope 
starter and hook; cuts from | to 
3-in. heights; weighs 48 Ibs 
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Mrs. Elvin Stuart, Polk County, Ia.... ef 
with a family of five now can slickup 
after a meal ...and needs to turn on 
the dishwasher only once or twiceaday. — 





“Our dishpan’s gone for good” 


fctual homemakers in real farm 
kitchens give their reasons for buying 
dishwashers in the October issue of 


SUCCESSFUL FARMING. 





The article is a reader service...but 
again emphasizes the market among 


the country’s best farm families...whg 


‘ , 
} “ + 
} La Qo P 








+2 oo today buy style, appearance, 
lie Sate ar more free time, comfort, and 
I y= 
pu t " convemience,..new furniture 
\ Mrs. WG. _ and furnishings, more attractive i iy 
Mo. cles = separator part decor and all the applians es, L ale 
(belo Mrs. John Leonhard, of St. Charles Phirteen years of peak prosperity <<a, 


County. Mo shows her dishu 


as t rhibe 
usher to neighbor. have given money and means, elevated 


farm living standards to par and often 


exceed those of the best suburbs. 


Tue best medium for reaching 
the best farm families is SUCCESSFUL 
FARMING...concentrating eight of ten 
copies of its farm circulation among 
88% of 


the best farm families who get 
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the national farm dollars. The average 
cash income of the SF subscriber is 
in excess of $10,000 annually —64% 
higher than the US farm average. 

In this choice market, tv gives thin 
coverage, and general media are not a 
substitute for SUCCESSFUL FARMING... 
with its deep penetration and high 
readership, and influence based 

on over filty years of service. 
Appliances advertisers need SE to 


balance national schedules and 








get more sales at lowe! eosts,. kor 


full facts, ask the nearest SF office 
| 


Merepiru Pustisninc Company, 
Des Moines...and New York, Chicago, 
Cleveland, Detroit, San 


Atlanta, Los Angeles. 


Francisco, 











EMERSON TV Sets 


Emerson Radio & Phono Corp., 
111 Eighth Ave., 
New York, 11, N. Y. 


Models: 6 new 21-in. tal l'V set 
Nos. 79 793, 786, nm mahogan 
or blond finished cabinet 


1 


Selling Features: No, 79 lead 
> is an all-channel 


p 79 


in line No 


UHb-VHF model with Simpl 
matic tuning for all channels 
vith one knob 

No 7TS¢ . pace model 
hea de-control vith L-knob 
Simplhimatic tuning l-in. model 


in line now total 30; 19 ha Vill 


reception dil a hannel 
UHE-VII Cl lable, con 
ol in mibinatio vail 
ble in bot itegor 





MASCO Recorder 


Mark Simpson Mfg. Co., 
32-28 49th St., 
Long Island City, 3, N. Y 


Device: Masco peed portabl 
cise recorder, Combination record 


player and 5-watt public address 
ystem 

Selling Features: Available with o1 
without built-in AM tuner; record 
directly from microphone, radio 
tape or wire recorder or from an 
other phono—independently — o1 
mixed; automatic equalization for 
cach speed 1S supplied by peed 
change switch; electronic eye per 

| 


mits accurate control of recordi 


volume level; independent sel 

tion of recording, plavback or pub 
lic addr may be made without 
interaction; miucrogroo\ r stand 
id recordings can be cut slaved 
back; at 334 rpm. 15-n d 
ing can be made on a 10-in. record 


recordings are made at 160 line 
per in idjustable cutting head 
ind output jack for external speaker; 


one pickup W th tilting tvpe cart 


ridge is used for standard of LP 
playbacl 

Model RKO-R Wn RK 
above with built-in AM radio for 
recording 0 tening. Both models 


have brown and tan leatherett 


cover and e entirely lf con 
tained in 2-piece plywod carrying 
Las 
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WESTINGHOUSE TV Sets 


Westinghouse Television-Radio Div., 
Metuchen, N. J. 


Models: 5 new ‘I'V sets—3 with 
24-in. screens, 2 with 17 
Selling Features: ‘Table model 
15124 and 816124 have mahog 
nv and frosted oak wood finish 
respectivel No. 817K24 24-in 
onsole featur 1 mahogany-fin 
ished wood cabinet. Built-in UHI 
tuners are $50. additional 

No. 79ST] 17-in. table model 
las ebony plastic cabinet; No. 799 
117 table model has mahogany 
rained plastic ibinet 

Super-cascode, 100-mile-plus tun 
CI tandard on all but 79ST17 
vhich has built-in antenna 





EMERSON Clock-Radio 


Emerson Radio and Phono Corp., 
111 Eighth Ave., 

New York, 11, N. Y. 

Model: Iimerson clock-radio No 
788 
Selling 
tarting ‘lelechron clock and an im 


Features: Contain self 


proved superhet circuit radio with 
\Inico 5 permanent magnet di 
ion dial; en 
losed Territe bar loop antenna in 


namic spe iker, full-vi 


1 modern. plit level” cabmet of 
contrasting 


ebony pla ti with 
rrille: also available uy ther )] 





NOMA Clock-Radio 


Noma Lites, Inc., 
55 W. 13th St. 
New York, 11, N. Y. 


Device: Noma loc] iho O | AU 
Selling Features: Combines a S¢ 
ons electric clock with a standard, 


ic. radio, 5-tubes including rect 


fic t-in magnet 
peaker,; tunes morning programs 
utomatically then shuts itself off; 
iso shuts off automatically at 
night; appliance outlet accommo 
dates appliances up to 1000-watts; 
eperates on standard frequencies 
540 to 1650 kes 

\vailable in ebony, ivory and 
atin walnut. 


permanent 





ws, 


MECK TV Consoles 


John Meck Industries Div., 
Scott Radio Laboratories Inc., 
Liberty St at Pennsylvania 
Plymouth, Ind. 


Models: 4 new ‘I'V consoles in 
lude two l-in and two 24-in 
model 
Selling Features: All models have 
turret-type tuners; 5-stage IF’. am 
plifier l0-in. hi-fidelity spi iket 
No. JM-721D l-in. mahogan 
binet; JM-721DB, blond IM 
72 +) 1 ihogam ind IM 72 tDB 
blond. All channel tuners for com 
pict re ption of all UHF and 
VUE available at extra cost 





AUDIO-MASTER Record 
Player 


Audio-Master Corp., 
17 E. 45th St., 
New York, N. Y. 


Device: Audio-Master portable 3 


peed record players, No. 34 and 


Selling Features: No. 34 includes 
peed motor for 334, 45 and 78 
rpm speeds; 2-tube high gain am 


plifier with variable tones and vol 
ume controls; 5-in. PM loudspe iket 
ind twist crvstal irtridge fitted 
ith 2 permanent needles for stand 
rd and LP record 

\udio-Master No. 37 combines 
features of smaller No. 34 plus a 
3-tube amplifier and 6-in. loud 
speaker on side; plays all record 
with lid closed. 2-tened Fabricoid 


Carrying Case. 


DECEMBER, 1953— 


ELECTRICAL 








Portable Hi-Fi Phono 


Portable Gramophone Co., Inc., 
23 Park Place, 

New York, 7, N. Y. 

Model: 


phono 


] 


Dorset portab ii-h 
Selling Features: Uses special port 
ible type Garrard record changer; 
compact, modern cabinet of simu 
lated wood pl istic cover 6-tube am 
plifier; 8-in. loudspeaker, record 
compensator; tone control; scratch 


proof expanded aluminum grill 


BRIEFS 


Ihe Lorenz ‘woofer’ loudspeaker 
nd ‘tweeter’, announced by King 
iom Products Ltd.. 23 Park Plac« 
New York 7, N. Y 


tion which produces a range of 


1 combina 


frequencic with tonal clarity. 
Kingdom also offers a_ high 
filter, which wheu used with 
extend 

soundout to limit of audibility. 
Cabinets for use in a 2-way sy: 


woofer’ ind tweeter” 


tem housing the “woofer” and 
tweeter” plus the high pass filter 


iT¢ also i\ iilable 


Trio announces a new high gain, 
single bay, all channel antenna 
called Zig-Zag ““Twin-Six”. ‘The 
antenna offers satisfactory UHF 
reception in primary areas; light 
weight, single lead-in operation are 
other features rio Mfg. Co., 
Griggsville, I] 


“Mugwump” is the name given 
by RMS Inc., 2016 Bronxdale Ave., 
New York 62, N. Y., to its new 
onical-yagi type antenna for all 
VHF band use. Said to offer char 
.cteristic gain of a yagi with the 
broad band response of a conical 
mtenna. In 2 models CY-1, single 
bay unit; CY-l1l, a 2-bay array 
which includes required stacking 
bars. Single bay is supplied with a 

ngle stacking bar 


“How to Install a Master TV 
Svstem” is the title of a new 
manual announced by Blonder 
I'‘ongue Laboratories Inc., West 
field, N. J. Complete instructions 
ind easy-to-read diagrams cover 
every pha ot planning 
lation 


ind instal 


Regency’s new TV remote con- 
trol No. RT-700, manufactured by 
I.D.E.A., 7900 Pendleton Pike, 
Indianapolis 26, Ind., selects sta- 
tions, idjusts fine tuning and con- 
trols contrast-and volume from as 
far away as 100-ft. 
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* Zenith 'Powerized" Portables! 


America’s most popular portables, “‘power- 


* Zenith's Exclusive FM Clock Radio! 




































3° ized” to give longer life, more hours of Only Zenith gives you both AM and FM * Zenith Super Trans-Oceanic : > 
hat ‘ , al anes * wo ome oll in < ck ra ! Sel > FM! Se : ‘ 
“2 flawless performance! Let yout cust apres ae ho ict gel poate — The King of all radios! The greatest port- 7 
< listen, then write the order! L403—$39.95 0 a racer Ae adio, the able vedio over tein’ Autuuiie sails Sn : 
: i ae Jess than similar types. HS00—$124.25* 
: : * Zenith’s 
Ultra-Smart Chairside Combination 
AM-FM radio plus the fabulous Cobra 
Matic Record Player with Stroboscope! 
Fits into any room, fills it with glorio 
music. L845R—$299.95* 
* The Finest FM-AM Table Radio Ever 
Made — Zenith's Super Symphony 
ee > | It has no equal! Zenith, Ww wid leader and 
| Pu] our pioneer in FM, gives you the most brilliant 
tone quality in a table model AM-FM set 
ol » ever heard or sold! K725—$84.95* P 
Hanley at It’s radio's greatest year! Get 
® . : 
your full share of profits 
rorir ricrure selling America's most pop- 
ular radios— Zenith! 
in radio—Zenith 
ena 
* America's Favorite Table Model Ga 10 eni 
Radios—Zenith's Allegro 
Superiority of design and exquisite tone quality are 
the “hidden values”’ that make the big difference 
in Zenith table model radios. K526Y—$49.95* 
io) f © 
eA 
: } = 7A 
N 4 
= (OS 
254 N 


ng distance AM, static-free rich tone FM and the 
ymnograph sold in America, Zenith’s famed 


with revolutionary Stroboscope! (A “‘dot”’ 


eatest phi 


* Zenith's Superb Combination—The Morley 
L 
f 
C 


bra-Matic 






of light lets you see how records should sound!) 
Features Zenith’s new Extended Range High Fidelity 
S i System! L1083E—$339.95* 
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® 
The royalty of television and RADIO 


Backed by 35 years of Leadership in Radionics Exclusively 
ALSO MAKERS OF FINE HEARING AIDS 


ZENITH RAvIo CORPORATION, Chicago 39, Ilinois 


*Manufacturer's suggested retail price 
in Far West and South. Portable radio price 


s (subject to change). Slightly higher 
snot including br.tteries. 


corn, oe 
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In Chicago, it takes 2— 


to get you home 


No single daily newspaper reaches 
even half your Chicago-area pros- 
pects. It takes Two. For greatest 
unduplicated coverage, one must 


be the... 


CHICAGO 


=/SU N-TIMES 


211 W. Wacker Dr., Chicago * 





250 Park Ave., New York 


READERSHIP ay ite WHERE MOST OF THE BUYING IS DONE! 


REPRESENTED BY: SAWYER-FERGUSON-WALKER CO., 
LOS ANGELES, SAN FRANCISCO, PHILADELPHIA, DETROIT, ATLANTA 


HAL WINTER CO., MIAMI BEACH 
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WEN Sander-Polisher 


Wen Products Inc., 

5808 Northwest Highway, 

Chicago, 31, III. 

Device: New light, quict, sander 
polisher 


Features: Straight-line action is free 
from bucking or whipping; delivers 
240 strokes per sec. with grain of 
wood; snap-lock, _ self-tightening 
sandpaper gripper; polishing cloth 
casily substituted for polishing; 
operates on 110-120 volts, a.c. 60 
cvcles; 25 watts; sanding area is 
24x52 in., paper size 24x7¥% in.; 
wailable in black, red or marbled 
green plastic case; working weight 


24 Ibs 





DREMEL Sander 


Dermel Mfg. Co., 

Racine, Wis. 

Device: Dremel rotary motor driven 
sande c. No. 53 

Features: Straight-line reciprocating 
action; paper holder assembly easily 
detaches from machine; extra paper 
holder unit furnished so that grits 
can be switched quickly without 
paper change; weighs approximately 
54 Ibs.; uses standard 34 in. x 9 in. 
abrasive sheets; polished aluminum 
housing; 110-120 volts, 60 cvcles 
a.c. rotary motor. 





CUMMINS Workshop 


Cummins-Chicago Corp., 
4740 N. Ravenswood Ave., 
Chicago, 40, Ill. 


Device: Cummins “Do-It” home 
workshop. 
Features: 7 power tools in one—it’s 


a lathe, horizontal drill, bench saw, 
vertical dnll press, router-shaper, 
disc sander and portable electric 
drill; entire shop is 454 in. long, 


DECEMBER, 


8 in. high; weighs 20 lbs.; easy to 
set up or store; powered by Cum 
mins Ball Rite 44 Drill; set up as a 
lathe it handles 24 in. lumber; in 
horizontal drill position it makes 
3 in. drilling stroke; as a bench saw 
the chrome alloy steel blade cross- 
cuts, rips, miters or bevel cuts to 
exact measurements, to mention a 
tew of its uses. 





SKIL Saw 


Skil Corp., 

5033 Elston Ave., 

Chicago, 30, Ill. 

Device: Skil builders 8} in. saw No. 
69S. 


Features: Universal motor, ball and 
needle roller bearing construction; 
overhead type handle for easy | 
hand control; built in rip-fence; 
automatic telescoping blade guard 
with retracting handle; specially 
constructed upper blade guard; ad 
justable for depth of cut from 1/16 
to 2% in., and for bevel cutting up 
to 45 degs.; weighs 144 Ibs.; cuts 
2 in. dressed lumber at 45 degs 
and cross-cuts 3 in. dressed lumber; 
5600 rpm speed makes it suitable 
for cutting and scoring concrete, 
cement block, stone, metal and 
compositions. 





DU-FAST Sander-Polisher 
Attachment 

Du Fast, Inc., 
32 E. 4th St., 
New York, 3, N. Y. 
Device: Du Fast new hi-speed “Uni 
versal Model’ sander and polisher 
attachment that fits any make } in 
drill 
Features: Employs- orbital motion, 
climinating burrs, burns, swirls etc.; 
sands and finishes all woods, metals, 
plastics, plaster and performs all 
rubbing, waxing, polishing opera 
tion; has 34 x 7 in. work surface and 
uses standard 34 x 9 in. sandpaper. 
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, will be 565 leading manufac- 
turers of housewares and home appli- 
ances displaying their products at the 
20th National Housewares Exhibit. 
Their top executives will be waiting 
to show you exciting new items, and 
tell you about their promotion and 
production plans for the months ahead. 
They know it is good business to help 
you do better business. In no other way, 
and in no other place can you see so 
much new merchandise and get so 
much business help, in so short a time. 
You'll learn why manufacturers and 


buyers agree — 








NATIONAL 
HOUSEWARES 
EXHIBIT 


JANUARY 14-21 


(Exhibit Not Open Sunday, Jan. 17) 


NAVY PIER, CHICAGO 





Thete is No Substitute 
tor the National Housewares Exhibit 





NATIONAL HOUSEWARES MANUFACTURERS ASSOCIATION 
1140 Merchandise Mart, Chicago 54, Illinois 
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@ Again, awarded 
the Fashion Acad- 
emy Gold Medal for 
outstanding design 
and distinctive styl- 
ing. The only freezer 
ever awarded this 
coveted honor. 


AMERICA IS SOLD ON Amana ...SO—SELL Amana 


DECEMBER, 
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“stor-mor MOD 


ALL THE PRE-TESTED FEATURES THAT CUSTOMERS FAVOR 
IN THE FREEZER GUARANTEED TO OUTPERFORM ALL OTHERS! 


THE “’stor-mor’’ DOOR. . exclusive with . . THE “‘stor-mor’’ FREEZER 


@ The Amana “stor-mor’ door. World's @ Six fast freezing surfaces, including 
most convenient home freezer door. four fast freezing shelves, maintain 
Holds over 116 packages and cans “even zero” temperatures throughout 

. more than 80 pounds of food. the cabinet, and freeze large quanti- 
(Model 19) ties of food faster. All food is on, or 


Adorable tend tellers ony dent: right next to a prime freezing surface. 


ard size food package, and hold All the food in the “stor-mor” freezer 
them firmly in place. They are space is 50% more visible, 50% more 
savers, because they allow full accessible. 


saint Full width design of the door and the 


Features AUTOMATIC INVENTORY cabinet permits easier accessibility. 
CONTROL .. . the first package stored 


3 vty Compact design allows easy installa- 
is the first package served. Eliminates 


tion in a small area, and the “special” 
hinge allows the door to be “just lifted 
Automatic, full-vision light that floods off” for easy clearance through nar- 
both door and interior. row passages. 


the need for food records. 


Plus a wealth of other exclusive Amana features that will keep Amana “first” . . . and 
you, freezer headquarters for your neighborhood. 


Amana freezer franchise ... Guaranteed to outperform all others ... in product, 
in advertising, in merchandising, and in profits! 


4 mang) 


/ 


S fiawc, (f, ‘we reams AMANA REFRIGERATION, INC., AMANA, IOWA 
| E WORLD'S LARGEST MANUFACTURER OF FOOD FREEZERS 
NU 4 ' 


Mee. oth ~ 
es 
eS 
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A complete line of freezers from 8 to 25 cubic 
feet, competitively priced from $289.50 at retail. 


Amana sales policy as- 
sures the dealer of full 
profit on every Amana 
freezer. 
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- Amana 


ue Keun, ROOM AIR CONDITIONER 





INSTALL, 
EASY TO 
SERVICE 





Abram 
Soar. Roun 


ROOM AIR CONDITIONERS 


YES, |T IS GUARANTEED TO OUTPERFORM ALL OTHERS... BEFORE YOU 
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IT COOLS 


IT HEATS 
IT VENTILATES 
IT DEHUMIDIFIES 
IT FILTERS 
IT'S QUIET 
* IT MAINTAINS TEMPERATURES 


IT DOES ALL THIS WITH ONE 





at the show... 
Room 1127 


Merchandise Mart, Chicago, Ill. 


CHOOSE A LINE, GET ALL THE FACTS AND JUDGE FOR YOURSELF! 
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All year long Frigidaire selling men are 


given post-graduate courses in salesmanship 








MAYBE YOU'VE wondered why most Fri complete product demonstrating album in 
aire salesmen stand head and_ shoulder the appliance business. Another is the Slide 
above the crowd. Much of their success is Film Service that provides thorough train 
due to the thorough sales training they r ing on products and techniques of salesman 
ceive as part of a program that has always ship. The Frigidarian —a dealer and sales 
been given top priority by Frigidaire man magazine — presents timely information 
Sales training schools and classes are con and successful dealer experiences. There ars 
ducted at distributor and dealer levels the periodic sales training bulletins, and motion 
year ‘round. Practical, money-making train- . © pictures suitable for mass selling or for the 
ing helps are furnished to the field organi training and inspiration of salesmen. Plus 
zation constantly. And these materials are more than 50 special selling helps, ranging 
prepared and created by men who have had from easel demonstrators to complete prod 
wide experience in retail selling and know uct cut-aways. 
field problems through intimate contact. This constant stream of materials is but 
For example, one of Frigidaire’s many one of the many factors responsible for mak- 
sure fire sales training materials is the Ap ing the Frigidaire franchise so valuable and 
pliance Demonstrating Album the most so treasured by Frigidaire dealers. 





7 cas j * id * 
Frigidaire's Professional Salesmanship School...a com Fri Gg t | : re means more business eee 


plete, 3-day “ How to Sell” course in salesmanship. Based 

on the experience of successful dealers, it is recognized b . f h d | 

as the finest school on salesmanship that any manufac more business for the eaier 
—_—__—_—_—_—_—_— 


turer has organized to date 























tr - | 
Ber 

L | | : 
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ELECTRICAL APPLIANCE NEWS 


TRADE REPOR 


Market Question: Wh 





Vh nothing new in the idea of 
going to market. Business historians 
can find traces of our modern-day ex 


hibitions in England as far back 
1218 
Nor there anything drasticall 


new in the setting for this winter 
Home Furnishings Markets in Chi 
igo, January 4 to 15. ‘The Merchan 
dise and lurniture Marts and the 
Windy City itself are pretty much un 
changed 

What v is the type of informa 
tion wh market-goers expect to 


come hom ith. ‘That’s particularly 


true in the appliance-radio-l'V field 
wher much ot the bu mics l 
handled through § distributors, thu 


cutting down on the Markets’ impor 


tance n der-taking event. Basi 
cally, appliance men, from manufa 
turing through retail level, go to Chi 
cago to find out what’s new in prod 
ucts and what’s new in the busine 


Chis wint 


most of then 


the expectation 1 that 
questions will be con 
th trends which are becom 
t in the trade. There isn’t 


much of a revolutionary nature ex 


cermed 


Ing apparel 


pected in the way of new appliance 
Emphasis has shifted from product to 
distribution and market goers are ex 
pected to be secking: the answers to 
questions like these 

] Ar complete line producer 1) 
ing to swallow up the lion hare of 
the appliance business? 

2. Is there a real trend toward deal 
nhning themselv« to | ingle 


line? 
3. Is some sort of distribution 
tem like Sears uses going to run th 
di tribut @ut of gas? 
+. Are list prices going to be abol- 
ished? 


Lh question which will prob 


iblv b d most often: What about 
olor te] isIOn? 

Products, Too. Obviously, no mat 
ter h int ted the market 
in gettin 1 ers to thes qu tion 
he is also going to pay close attention 
to the products shown by his manu 
factu by competition As usual 
most manutacturet re ver tight 
lipped about what’s going to be shown 
In addit firms will not unveil 
their con te new lines until afte 
the Markets hav losed. Even so, it 
ife to predict that renewed int 


vill be paid to certain produ ts b 
both manufacturer and buver 
High fidelity, for instance, will « 


ELECTRICAL MERCHANDISING 


® Appliance men visiting Chicago next 
month are expected to show more interest 
in overall trends than in specific products 


® Typical questions: should dealers confine 
themselves to a single line and what does 
the future hold for the distributor? 


tainly come in for 
tion. New firms 
business and ney 
lished companies 


1 good deal of 
in the 
models 


in thi 


considerable attention 
ited in this direction 


and surface « 


marketed by m« 


There is talk of 
tion field too 
manutacturer 
kitchen unit 


IT 


king unit 


Hews i 


possil ! 


ind 


firms imtroducing on a commercial 

ile developments which up to nov 
have been labeled experimental 

Here’s where market visitors will 
for the answers to their question 
both about product and distributios 

Furniture Mart. Hard up agaist 
lake Michigan is the 32-year old bin 
niture Niart ! 
floor space. ‘The fifth and seventeenth 
floors carry the greatest concentrations 
of appliances, radio and television but 


ontamimne 50 acres o 










TED WEBER, JR. 


ere Are We Going? 


some of these exhibitors are located 
elsewhere; Philco, for example, is on 
the first floor and Arvin on the fourth 

You reach the place, which is a mile 
from the Loop, by taxi, street cars (two 
blocks south) special shuttle busses o1 
regular busses (No. 157, two. blocks 
west). ‘There are plenty of places to 
cat: food trucks, fountains that sell 
sandwiches, cafeterias or a club (on 
the seventeenth floor—your manufac 
turer can furnish an admission card.) 

Merchandise Mart. Known as the 
world’s largest building, the Merchan 
dise Mart is within walking distance 
of the Loop and houses most of its 
appliances on the cleventh and four 
teenth floors (but don’t overlook the 
others) 

If you don’t want to walk, you can 
reach the Mart by clevated on Wells 
Street cars and shuttle busses. ‘Taxi 
fare from the Sherman, for instance, 15 























Chicago Calendar 





@ The Markets—Merchandise and 
Furniture Marts, January 4-1]§ 
@ AHIMA Winter Meet 
Morrison Hot 


nN 


Bs a 


@ NARDA Meeting—Conrad Hil 
ton Hotel, January 10-12 

@ The Housewares Show——Navy 
Pix January 4 
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If you’ve ever paid the tab in a situation like 
this you’ll agree that it’s more fun and less 
expensive to concentrate on just one girl. Most 
of the others represent wasted time and money. 
You get further faster by spending your money 
on your best girl. 


The same idea is true in advertising. 
Concentrate your advertising in your primary 
audience. Your advertising dollar lasts longer 
and works harder. As in other fields there is one 
best place to concentrate. In the appliance-radio- 
TV merchandising field it is ELECTRICAL MER- 
CHANDISING. 


SERVING THE 
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ELECTRICAL MERCHANDISING—DECEMBER, 


ONE 


...- AND COSTS LESS TOO 


More dealers and distributors buy ELECTRICAL 
MERCHANDISING than any other publication be- 
cause it helps them sell. Distributor executives 
and dealer subscribers vote it the trade publi- 
cation “most useful for sales-making ideas.” 
Dealer subscribers rank it their Number One 
publication for advertisements 10 to 1 over the 
next publication. No other publication can give 
your advertising such a big, important, sales- 
minded audience. That’s why we say concen- 
trate in ELECTRICAL MERCHANDISING. 


Do first things first. Place ELECTRICAL MER- 
CHANDISING at the top of your list. If you’re now 


APPLIANCE-RADIO-TV INDUSTRY 


SETAE seri (AME 
MERCHANDISING 





























1953 


using five appliance-radio-TV publications con- 
centrate your advertising in the two leaders. 
You’ll pare 54% off your costs and keep 84% 
of your audience.* Most of the people you lose 
aren’t indispensable to the success of your plans. 
The money you save will work more effectively 
on bigger, more impressive, continuous adver- 
tising. You’ll get greater advertising readership 
which will help you build distribution —and it 
costs less! 


*Based upon 11,124 replies from 18 reader- 
ship surveys covering 9 different fields. More 
information on request. 


A McGRAW-HILL PUBLICATION, 330 WEST 42nd STREET, NEW YORK 36, N.Y. 
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STANDARD 


and parformance 


The all new USAIRCO room conditioner gives you 


the most revolutionary new developments in the 
field! No other unit has its eye-catching beauty 

has so many features at no extra cost! You can't beat 
it... but you can make your selling season beat last 


year's by a mile! 


Complete Fiberglas Cabinet forever ends cabinet 


rust! Fiberglas will not discolor, chip, dent, warp, 


+ 


splinter or crack as steel, 2/3 lighter! e 


strong 
Projects only 1° to 2” into most rooms, draperies 
slide past unobstructed « Two-Speed Fan allows 
quiet nighttime operation ¢ Cools and heats, resist- 


] 


ance heater (standard) or reverse cycle heat pump 


UNITED STATES AIR CONDITIONING CORPORATION [9/7/14 mi 


Como Avenue Southeast at Thirty-third * Minneapolis 14, Minnesota 





available ¢ Pushbutton usAIRcontrol Panel, con- 
cealed behind flip-down front, gives quick control of 
cooling, heating, ventilating, while air is filtered and 
dehumidified. Fresh air intake and exhaust of room 
air can be done at the same time « Compact, fits into 
smallest standard size double-hung window e Ther- 
mostatic control gives exact room temperature, auto- 


a8 
Mmalicail 


¢ Smartly designed exterior cabinet does 
not mar the beauty of home or office « 5 year war- 
ranty « 3 Sizes, 4 hp., 34 hp. and | hp. « Complete 
new merchandising kit for 54 including newspaper 


mats, direct mail, and 


radio and TV commercials, 
point of sale display. « Liberal Co-op advertising 


program « For details write 


30 YEARS OF AIR CONDITIONING 





DECEMBER, 1953—ELECTRICAL 





MERCHANDISING 


forty-five cents. Henrici’s, Chicago’s 
oldest restaurant, has a branch in the 
building. A helicopter lands on the 
Mart roof, theater tickets are sold on 
its premises and you can see television 
ind radio broadcasts. 

NARDA. As far as appliance men 
are concerned, the annual NARDA 
meeting in recent years has come to 
be an integral part of Market Time in 


Chicago. This year it will be held dur 
ing the second week of the market, as 
usual, and will take place at the Con- 
rad Hilton. The association has re 
served a block of rooms; members 
should get their reservations in by D« 
cember 15. 

Panels on banking, taxes and insu 
ance will interest the NARDA audi 
ence. Speakers include Evans Moon 


of the fabulous Joske Department 
Store in San Antonio, Claude Tindall 
of G-E, Reg James of Speed Queen, 
Jack Otter of Philco, Shel Bascom of 
EET and Bill O’Brien of the Toast- 
master Company. 


AHLMA. It’s been traditional for 
members of the American Home 
Laundry Mfrs. Assn. to hold their 


winter meeting just before the market 





gets underway. This year, however, 
the group will hold its meeting January 
8 at Morrison Hotel. 

Housewares Show. The annual Navy 
Pier Housewares Show will get under- 
way on January 14 for its week-long 
run, Details of this show and a list of 
electric housewares exhibitors will be 
printed in the January issue of Exec 
rRICAL MERCHANDISING 


Partial List of Market Exhibitors 





Hobart Mfg. Co., Kitchen Aid Div. 1492 
Hoover Co. 1417 
Hotpoint, Inc. 1456-57 
Hunt Heater Corp 1136 
Johnson, C. S. & Sons, Inc. 1158 
Kitchen Maid Corp 1188 
Knapp-Monarch Co. 1483 
Landers Frary & C'ark 147) 
Lee Industries 1473 
Magic Chef 1164 
Magnavox 1126 
Manitowoc Equipment C> 1422 
Manning Bowman Div., McGraw Electric 
Co. 1455 
Marlun Mfg. Co. 14-104 
Martin Co 14-104 
Master Appliance Mfg. Co. 11-114 
McMahon, R. S. Co. 1155 
Metal Ware Corp. 1411-A 
Midland Distr. Co., Inc. 1188 
Mirro Aluminum Co 1129 
MERCHAN DISE MART Monitor Equipment Corp 1135 
; Mullins Mfg. Corp. 1119 
Aladdin Industries, Inc. Vacuum Div 1107.) Murray Corp. of America 1124 
Aluminum Goods Mfg. Co. 1129 Mutschler Brothers Co. 1125 
Aluminum Specialty Co. 1170 : 
Amana Refrigeration, Inc. 1127 National Sewing Machine Co. 1460 
American Central Div. Avco Mfg. Corp..1476 Necchi Distributors of Illinois 1195 
Apex Rotarex Corp 1472 Nelson Machine & Mfg. Co. 1493 
Nesco, Inc 1468 
Basic Products Co. 1533 New Home Sewing Machine Co. 1460 
Belvue-Stratford Television 1135 Norge Div., Borg-Warner Corp. 234 
Bersted Mfg. Co., Div. of McGraw Northern Electric Co. 11-114 
Electric Co. 1467 Nye, Walter & Co. 1492 
Brammer Mfg. Co 11-112 
Orley Corp. 11-108 
CBS-Columbia, Inc. 11-106 Peerless Mfg. Co. 1485 
Camfield Mfg. Co. 1102 : 
C Perfection Stove Co 1475 
apehart-Farnsworth Corp., Div. |. T. Pol 
ollard, Frank L., Co 1533 
& T. Corp 1118 Porter, J. E. Cor 1498 
Carrier Corp 1186 oh Aten P 
Casco Products Corp 1175 Quaker Mfg. Co 1147 
Coleman Co., Inc 1134 
Coolerator Co 11-107. Ram Electronics Sales Co 14-107 
Crosley Div., Avco Mfg. Corp 1132 = Rauland Corp 14-107 
D c 14-104 Raytheon Television & Radio 1191 
azey Corp : Republic Steel K'tchens 11-116 
Deepfreeze Appliance Div., Motor Prod- raeene Te Co : 1422 
ucts Corp 1467 Revere Copper & Brass Inc., Rome Mfg 
Detroit Michigan Stove Co 1128 Co. Div. 1463 
Dexter Co 1155 Rival Mfg. Co 1492 
Dominion Electric Mfg. Corp 1422 Robinson Heaters, Inc. 1136 
sae noe nd Hing Rutenber Electric Co 14-107 
ormeyer Corp . 
Dortch Stove Works, Inc 1111 Schwitzer-Cummins Co 1422 
Scovill Mfg. Co. 1197-A 
Easy Washing Machine Corp 1464 Sessions Clock Co 1409 
Economics Laboratory, Inc 1177 Sites Co. Th 14-109 
Eldredge Sewing Machine Co 1460 ey ns ws Ment 
Son-Chief Appliances 1465 
Everedy Co 1149 
Sadek Grades On. © A 1455 Sparks-With'ngton Co 1175 
erno roducts Me ropic ire, inc Sperti Faraday, Inc. 1422 
Farber, S. W.. Inc 1419-A Steinmetz & Kelly 1422 
Farmada Equipment Co 14-107 atte eg i aa Corp ro 
F | d t : | 14 wor ug 9 0 
“* eran voaveny 3 -” me Swartzbauch, Ted & Assoc 1498 
Free Sewing Machine Co 1460 Swing-A-Way Mf3. Co 1498 
General Electric Co., Air Cond. Div. 1144 Telechron, Inc., Div, General Electric 
Electronics & Tube Div. 1123 T a | a 
M Appl 1117 . \ ae 
Small pea aeons 11-102 Thermador Electrical Mfg. Co., Inc.. 11-110 
General Mills, Inc., Home Appliance Toastmaster Products Div., McGraw Elec- 
heal. 1453-A tric Co 1455 
Pha ae Paeschke & Frey 1492 ae Kitchens Div. Edgewater ma" : 
ie Mf 0. “ 
Cape aap Se 1401 Tuttle & Kift Inc 1157 
Video Electronic Laboratory 14-107 
ELECTRICAL MERCHANDISING hos prepared Vischer Products 14-104 
these partial listings from information provided 
by the managements of the Ravers and Merchan Wagner, E.R Mfg. Co 1422 
dise Marts and has made every effort to include Welmaid Products Inc 14-111 
all names of interest to the appliance, electric Westinghouse Electric Corp 262 
housewares, radio and television industries, but 
takes no responsibility for errors of omissions Youngstown Kitchens by Mullins 1119 
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Acme-National Refrigeration Co. Inc.. .17/90 


Admiral Corporation 526/27-28 
Altorfer Bros. Co. 541-42 
Anvil Sales Co. Inc. ... 509-B 
Armstrong Products Corp. ivan On 
Arvin Industries, Inc. 533-34-B 
Automatic Washer Co. cower 
Barton Corporation, The 549-A 
Bendix Home Appliances, Div. Avco 
Manufacturing Corp. 535-37-A 
Ben Hur Mfg. Co. 549-B 
Bendix Radio Div., Bendix Aviation 
Corp. 545-D 
Birtman Electric Co. 17/35-36 
Blackstone Corp. 544-A 
Boston Stove Foundry Co. 17/64 
Caloric Stove Corp. 519 
Clements Mfg. Co 17/68 
Cole Hot Blast Mfg. Co. 17/73-74 


Conlon Moore Corp. 504 


Cribben & Sexton Co. 538-A 
Crown Stove Works 541-8 
Dearborn Stove Co. 511-A 


Deepfreeze Appliance Div. —Motor Prod- 
ucts Corp. 510-B 
Detroit-Michigan Stove Co. 536-B 
Detroit Vapor Stove Div—Borg Warner 
Corp 521-22 
Dixie Products Inc 524 
DuMont, Allen B., Loboratories, Inc. 217-718 
Duo-Therm Div.—Motor Wheel Corp 517 


Duchess Company, The 510-A 
(Div. of the Dexter Co.) 

Eureka Williams Corp 17/86/87 

Forgee Metal Products Inc 17/108-109 


Fresh’nd-Aire Co.—Div. Cory Corp. 17/106-A 
Frigidaire Div—Gen. Motors Corp. 508-09-A 


Gibson Refrigerator Co 525 
Gray & Dudley Co. 515-B 
Hallicrafters Co., The 544-8 


Hamilton Mfg. Co 531 
Hardwick Stove Co. 1530-31 
Homak Mfg. Co., The 17/39 


Ice Cooling Appliance Corp. 810 
Ideal Steel Products Co. 17/Q-116-T 
Inca Metal Products Corp. 17/W 


International Oil Burner Co 512-A 
lroner Div.—Speed Queen Corp. 547-B 
lronrite, Inc. 511-8 
James Mfg. Co. 17/92-93 
Jordon Refrigerator Co. 17/124-5 
Kelvinator Div.—-Nash-Kelv. Corp. ..513-15-A 
King Refrigerator Corp. 17/33-34 


Leonard Div., Nash-Kelvinator Corp, 513-15-A 


Lewyt Corp. 17/K 
Lindemann, A. J. & Hoverson Co. 17/42-43-P 
Lonergan Mfg. Co. 514-B 
Lonergan, Vincent J, Co. 2351 
Manitowoc Equipment Works 17/98-99 
Marvel Metal Products Co. 17/88-89 
Motorola, Inc. 505-7 
Norge Div.—Borg-Warner Corp. 521-22 
One Minute Washer Co. 512-A 
Palley Mfg. Co. 17/84-85 
Pennsylvan'a Range Boiler Co,. .17-108/109 
Philco Corp. 127-31 
Phillips & Buttorff Mfg. Co. 630-31 
Premier Stove Co. 513-B 
Preway, Inc. 549-A 
Queen Stove Works, Inc. 17/75-76-77 
Quicfrez, lac. 539-B 
R.C.A. Estate Appliance Corp. . 523 
R.C.A. Victor Div—Radio Corp of Amer- 

ica . 232-36 & 539-A, 540-A 
Revco, Inc. 17/R 
Roper Corp., George D 529 
Royal Vacuum Cleaner Co. 17/102-03 
Schaefer, Inc, 17/N 


Servel, Inc. 548 
Siegler Enamel Range Co. 17/44 
Skot Metal Products Corp 17/U 
Sparton Radio-Television Div.—Sparks 
Withington Co. - 
Spced Queen Corp. 530 


Starbrand Corp. 17/128 

Stewart Warner Elec. Div.—Stewart- 
Warner Corp. 549-B 

Stiglitz Corp. 17/60-62 


Sunray Stove Co., The 17/J-31-54, 54-A 
Sutton, O. A. Corp.—Vornadofan Div. 


534-35-B 
Sub-Zero Freezer Corp. Inc. 17/110-111 
Tappan Stove Co. 518 
Taylor Corp, The 17/41 
Tennessee Stove Works 516-B 
Tyler Fixture 17/59 
United States Stove Co. 17/57 
Universal Major Elec. Appliance Co... .512-B 
Victor Products Corp. 504 
Voss Washer Co. 17/78 
Webster-Chicago 17/58 
Welbilt Stove Co., The 520 
Westinghouse Electric Corp.501-3 & 542-43-B 
Whirlpool Corp. 546-D 
Wilkoff, M. J 547-A 


Womans Friend Washer Div.—Central 


Rubber & Steel Corp. 17/52-53 
York Sales Co 509-B 
Zenith Machine Co. 546-C 
Zenith Radio Corp 537-B-538-8 
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DOMESTIC SEWING MACHINE 





NEW-FEATURE DEMO 
CUSTOMERS TO 





FULT POWER SEWING BRINGS TO THE SEWING 
MACHINE BUSINESS WHAT THE AUTOMATIC 
SHIFT BROUGHT TO THE AUTOMOBILE TRADE 





No more “bumping” handwheel 


to start. 

















No more carbon pile or resistor- 
type control systems to wear out. 





Not long ago, the advent of the 
automatic transmission gave car 
buyers something new in the way 
of creature comfort while driving. 
It gave the new car dealer some- 
thing extra in the way of a sales 
story, too. 

In just this very fashion, Do- 
mestic’s new Full Power Sewing 
brings a totally new idea in sew- 
ing ease, and gives Domestic 
Dealers an edge over competition. 

For as long as sewing machines 
have been in popular use, women 
using their machines have been 
keeping their right hands hop- 
ping between the cloth and the 
handwheel. How most women 
ever managed to sew a straight 
seam is a tribute to their exhaus- 
tive care and acquired skill with 
the machines they owned. 

But now, Domestic has done 
away with the hesitant hand 
poised tensely over the hand- 
wheel. With Full Power Sewing, 
both hands are free to sew, begin- 
ning with the very first stitch. As 
with the automobile, no more 
right-hand shifting. From start to 
finish, Domestic now gives con- 
stant, steady power in response 
to the touch of knee control. 

With the Electro Stitch-Starter, 
the Domestic is America’s genu- 
inely “modern” sewing machine. 
It is made to sell and priced for 
profit. 

Heart of Full Power Sewing is 
an electrical unit tucked away in 
cabinet or console. It is out of 
sight yet gives precision power 
with every stitch of the needle. It 
operates on both AC and DC cur- 
rent, and is shielded to prevent 
TV interference. 

For- your share of this new, 
modern sewing machine market, 
see your Domestic Distributor, or 
write directly to the manufac- 
turer. Investigate the valuable 
Domestic Franchise in your 
neighborhood. 








FULL POWER 
SEWING-CONTROL 





Heart of full power sewing is shown in this cabinet cutaway drawing. 





DOMESTIC IS ONLY ZIG-ZAG 
MACHINE WITH FULL POWER SEWING 





Now you can meet customer 
demand for the zig-zag type sew- 
ing machine with an added fea- 
ture ... Full Power Sewing. 

All cabinet models of the Do- 
“Imperial” Zig-Zag ma- 
chine come factory equipped with 
Domestic’s Electro Stitch-Starter 
unit, giving you one of the best 
sales features in the industry ... 
effortless sewing. 

When the zig-zag machine first 
came onto the American market, 
it was advertised as the “no at- 
tachment” sewing machine. 

Since then, however, claims 
have been modified. They’ve had 
to be, for there is no sewing ma- 
chine made today, anywhere in 
the world, which can perform all 
of the basic sewing functions 
without attachments. 

Domestic never made the “sew 
without attachments” claim. Yet 


mestic 


the Domestic “Imperial” is a true 
zig-zag machine, made in Ger- 
many by the manufacturer of the 
original zig-zag type sewing ma- 
chine. 

As with our American ma- 
chines, any sewing operation 
which changes the ferm of the 
material needs attachments. Such 
common sewing functions as ruf- 
fling and shirring, pleating, hem- 
ming, binding, and tucking must 
all be done with a special acces- 
sory attached. 

Domestic now offers a new sales 
feature, the only zig-zag machine 
with Full Power Sewing. Now, 
you can sell all the features of the 
zig-zag PLUS modern sewing 
control. It will be worth your 
while to investigate the Domestic 
Z-Z with Full Power Sewing... 
a feature which can be found on 
no other zig-zag machine in the 
world. 





WE WILL BE GLAD TO SEND YOU DETAILS AND ANSWER ANY QUESTIONS 
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Cco., INC., 


CLEVELAND lI, 


OHIO 





SWINGS COMPARISON 
DOMESTIC IN 1 MIN 











CONVINCING DEMONSTRATION IN 60 SECONDS 
WITH DOMESTIC’S FULL POWER SEWING 


FULL POWER SEWING 
STANDARD AT 
NO EXTRA COST 


At no ext 
and console model Domestic sold 
with the “Imperial” Zig-Zag, 
“Streamliner,” or DeLuxe head, 
equipped with Domes- 
tic’s Electro Stitch-Starter. 

What this means to a Domestic 
Dealer is that he can give his cus- 


ra cost, every cabinet 


is factory 


tomers the widest selection of 
sewing machine types, models, 
and finishes, all Electro Stitch- 
Starter equipped, yet he need not 


carry a backbreaking inventory. 
Together with the fine sewing 
features of the Domestic 
chines, he can also sell the 

Domestic cabinets, each a product 


ma- 


famous 


of Domestic’s own cabinet shop. 
Cabinets and consoles come in a 
variety of wood finishes: maple, 
walnut, mahogany, blonde, avo- 


dire, and French provincial. No 


nails are used in their construc- 


ticn; all joined parts are tenon- 
sroove construction, reinforced. 
The sides of all drawers are of 


oak, to prevent warping, and all 
hand-rubbed to a 
durable, satin finish. 

The Domestic Line for ’54, with 
Full Power Sewing built-in at no 
extra cost, will be a strong line to 
carry. From just one American 
supplier, the Domestic Dealer will 
be able to handle a zig-zag ma- 
chine, a streamlined machine, and 
a feature-packed but lower priced 
convent achine in cab- 
inet and console models equipped 
with the newest competitive fea- 
ture of all ... Full Power Sewing 

. by Don estic. 


finishe are 


ional n 


16 THICKNESSES 
OF MUSLIN 


ONE THICKNESS OF 
CLEANSING TISSUE 





Thick and thin sewing demonstration easy to set up on floor model. 





EASIEST DEMONSTRATION DEVISED 
PROVES SEWING SUPERIORITY 





Here’s the easiest and fastest 
sewing machine demonstration 
you can set up and run, Yet it’s 
a powerful sales maker. Your Do- 
mestic does the work for you. 

On your Domestic Electro 
Stitch-Starter floor model, place 
a small pad of muslin folded to 
16 thicknesses over a portion of 
one thin piece of cleansing tissue. 
Set your presser foot down on the 
thickest portion of the sample, 


ready for your customer to run 
the stitch the length of the cloth 
and the tissue. With the machine 
in order, simply have your cus- 
tomer lay both hands on the cab- 
inet surface and start sewing. 
She will immediately see that 
the Full Power Sewing Domestic 
will sew through thick and thin 
samples with a constant, steady 
stitch. It takes just 60 seconds for 
this demonstration. It can bring 
sales you might never have closed. 


FULL POWER SEWING 
OUTMODES 
COMPETITION 


In just one easy minute, or less, 
you can switch comparison shop- 
pers from other brands of sewing 
machines to Domestic. The key is 
in just one new feature, Domes- 
tic’s Full Power Sewing, which 
makes other machines seem ob- 
solete. 

Your customers will recognize 
the difference with the very first 
stitch they take ... for that’s the 
essence of Full Power Sewing. 

With your Electro Stitch-Start- 
er Domestic, your customers will 
start sewing with a full and. a 
constant flow of electrical power, 
regardless of the thickness of the 
cloth. This new and effortless 
sewing can not be duplicated in 
the products of any other sewing 
machine manufacturer, 

Normally, to start off sewing 
through several thicknesses of 
material, the operator must 
“bump” the sewing machine 
handwheel to assist the machine 
along. Using this method, the ma- 
chine is subject to runaway starts 
and erratic speeds varying with 
the type and thickness of the ma- 
terial rather than with the oper- 
ator’s desired sewing speed. With 
the Domestic Electro Stitch- 
Starter, speeds are controlled 
right at the important FIRST 
stitch . not seconds too late. 

With Domestic you have the 
sales point of the decade, Ask the 
woman who sews. In just one 
easy minute you can switch com- 
parison shoppers from other 
makes of sewing machines to 
Domestic. 





WRITE: DOMESTIC SEWING MACHINE CO., 


INC., 


CLEVELAND 1, OHIO 
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TV to the Rescue 





RECOVERING from o stomach ailment in a South Bend hospital, Notre Dame 
football coach Frank Leahy directs his gridders 
hookup provided by WSBT-TV, local station 

on the practice field, connecting a |1,200-foot cable tc 
the picture to the ailing coach 


practice with a closed circuit TV 


Camera was mounted on a truck 


bring 


a micro-wave tower to ] 


Fair Trade: Just the Start 


Advocates of Fair Trade say that Supreme Court 
decision and record judgment against New York dealer 
may presage more vigorous attack on price cutting 


llushed with victory in two im 
portant legal battles, advocates of Fair 
l'rade last month began to talk more 
optimistically of their chances in 
finally cracking down on price cut 
ters 

In the appliance field, Sunbeam 
won a record judgment against a New 
York discount General Ele 
tric prepared to enforce its list prices 
by means of a contract system in 
Michigan (where the state Fair Trade 
law has declared unconstitu 
tional), and dealer trade organizations 
began to renew their calls for Fair 
lrading of major appliances and tele 
vision as well as housewares 

Court Victories. Ihe first, and 
probably the most important, legal 
victory for the Fair Traders came on 
October 19 when the Supreme Court 
refused to review the decision of lower 
courts affirming the constitutionality 
of the McGuire and 
Trade Acts 


house, 


been 


Fair 
Loser in this battle was 
New Orleans market owner John 
Schwegmann, who two ago 
upset the Fair Trade apple-cart by 
carrying his case to the Supreme 
Court and winning it. The McGuire 
act was designed to patch up the dam 
age Schwegmann and the Court had 
done in that earlier decision and Fair 
I'raders now fecl that the October 
decision definitely establishes the con 
titutionality of the McGuire Act 
General Electric’s Fair ‘Trade chief, 
R. C. Walton, for example, feels that 
the Supreme Court action will have 
considerable impact on the courts of 
every Fair Trade state considering the 
validity of their own state acts. 

The second land-mark decision in 
Fair Trade’s favor came early last 
month when a United States District 
Court in New York ordered Masters, 
Inc., to pay $16,530.89 for contempt 


Louisiana 


ycars 


PAGE 136 


of an injunction previously issued 
against the firm forbidding them to 
cut prices on Sunbeam products. Al 
most $8300 of the judgment went to 
Sunbeam, $1300 covered stenographi 
services of the court reporter and 
$6900 was listed as a fee for a special 
master in equity. The judgment wa 
the largest ever returned in such a case 
ind Fair ‘Trade advocates 
trengthen the enforcement of resal 
price maintenance contracts. Previou 


judgments have often been so 


said it would 


small 
that price cutters have regarded them 


as ‘‘license-fees” for price-cutting 
More Action. Many observers fec! 
that the two court victories might 


lead to a more widespread and vigo 


ous application of Fair ‘Trade 


Commenting on the decision, A 
\W Bernsohn, NARDA_ managing 
director, said that I believe Fan 


Trade will apply to a larger number 
of brands in our 
i few of the 


industry including 
major appliances and 
lines in the near future 
Local dealer organizations also began 
discussing possibility of majors and 
I'V being Fair Traded 

In a slightly different development 
General Electric, been 
enforcing its Fair ‘Trade 
contracts in states where they are legal, 
moved to meet a “serious” price cut 
ting situation in Michigan, where 
lair ‘Trade is binding only on retailers 
who maintain Fair ‘Trade 
prices. ‘To meet this situation, Gen 
eral Electric will sign contracts with 
all ietailers handling its small appli 
ances in Michigan and will contract 
with its Michigan distributors to the 
effect that the distributors will resell 
only to retailers who have signed 
such contracts. G-E. Supply Co. fran 
chises in Michigan will not be renewed 
for housewares, clocks, pads and fans 


television 


which has 
\ igorously 


agree to 





Sales Tax on the Horizon? 


A general sales tax, usually regarded as poison 
by politicians, is being prepared and may come up for 
consideration by Congress next year 


Ihe last time a general sales tax 
reached the floor of Congress it wa 
angrily swept aside on the grounds 
that it rested unfairly on the poor 
Ihat was 20 years ago—and ever since, 
professional politicians of both parties 
have labelled the very idea as politi 
cal poison. 

But to the political amateurs of the 
Eisenhower Admuinistration—mostly 
the new businessmen administrators 
sales tax has an irresistible fascination 

Since Eisenhower personally killed 
any idea of a federal retail sales tax, 
his advisors have shifted to the manu 


facturer’s level. 
\ first step toward a sales tax may 
be taken when the Administration’ 


tax program is laid before Congress 
next January. This would be a modest 
5 percent or so applied to all manu 
factured products except food, essen 
tial drugs, liquor, and tobacco 

The Bait. As bait to the law- 
makers—and to ease the blow to con 
sumers—it would replace the present 
hodge-podge of special excises on som 
0 products. It 


would reduce all 


excises greater than 5 percent, such 
is the 20 percent on furs, jewelry, 
luggage and electric light bulbs. But 


it would clamp a tax on many items 
vhich escape the present system, such 
is clothing and many household fut 
nishings 


\ bill of this kind is being pre 


pared by Rep. Noah Mason, Illinois 
Republican. He figures that a 5 per 
cent levy would bring in $5,000, 


000,000, and just about replace the 
revenue from all 
liquor and tobacco group 


Privately, Mason has 


excises Outside the 


been given 


ncouragement by high ‘Treasury ofh 
cials. At least, thev’ve told him that 
his approach is worth serious con 
ideration. But Mason—a veteran of 


Father and Son 





FIRST Motorola employee to receive 25 
year service pin is, Paul V 
Galvin, left, president and founder. Doing 
the honors is his son, Robert W. Galvin, 
executive vice president of the Chicago 
radic-television firm 


naturally, 
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the tax writing House Ways and 
Means committee—won't predict adop 
tion of his bill, ‘Treasury backing o1 
not. 

Among  law-makers, _ tax-writing 


maxim number one is: never clamp on 
new levies in an election year. The 
person now paying 20 percent on 
jewelry doesn’t like it. But he’s used 
to the idea. His irritation won't begin 
to equal that of a asked to 
pav > percent for the first time on 
rugs. 

In the tax philosophy of the work 
ing politician, it boils down to this 
inv old tax 


person 


is good, any new tax is 


bad. ‘That’s what makes even the 
Mason type of bill doubtful as a 
serious contender next yea 


However, 33 states 
cities have 


Standard Form. 
ind even som« sales taxes 
now, and the politicians who put them 
in survived in most cases. It’s now a 
standard form of taxation, familiar in 
the everyday life of most voters. 

lo have the federal government 
adopt the idea of a general sales tax 
would not be the political risk tod 


that it would have been in 1932. ‘This 
irgument has its reverse twist, too 
Ihe very fact that so many states 
depend on sales taxes is cited b 


reason for the federal gov 
ernment to stay out 

At the same time, Tre 
ment officials are 
ent excise tax 
harmful 


If a 


some as a 


isury Depart 
convinced the pre 


svstem is unfair and even 


reneral sales tax is the decisi 

it will be a recommendation close to 
Mason’s 5  percent—not one bi 
enough to mark a real shift of revenu 
sources. ‘This can wait, in the \ 
of ‘Treasurv official 

But thev'll have a small victo 
even if the Administration do 
nothing Out of SS.VO0O 000.000 t 
reduction now written into law te 
take effect next year, $7,000,000,000 
is in income taxes. ‘That will mean a 
light percentage shift toward con 
umption taxes 

But it would still leave consump 
tion taxes supplying close to 13 pel 
cent of the federal take. Someth 
loser to 25 percent 1s what the p 


consumption tax thinkers in th 


l'reasurv have in mind. Mason would 
co as high as a third 
If total federal revenues were to 


level off at around $65,000,000,001 
a vear in a peaceful world, 
from consumption taxes would mean 
than $16,000,000,000 a vear 

fiscal $10.000.000.000 
expected from excises 

Raising rey that much on 
consumption in a period when ove 
all revenues would be allowed to drop 
some $10,000,000,000 looks like an 
impossible goal to the men who write 
the tax laws in Congress 

But it won't keep Treasury officials 


25 percent 


INOTC 


his \VeCal 


nues 


from trving when they think the 
time has come—if not next January. 


then perhaps the following year 
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1954 WILL BE A 
GOOD FREEZER YEAR! 


HARDER: FREEZ 
IS YOUR BEST BET! 


ASK US ABOUT our sensational sales program for 1954 at BOOTH 59 


17th FLOOR, AMERICAN FURNITURE SHOW, JAN. 4-16 
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35 cu. ft. Upright 25 cu. ft. Upright 20 cu. ft. Upright 15 cu. ft. Upright 20 cu. ft. Chest 15 cu. ft, Chest 


HARDER + FREEZ DIVISION, TYLER REFRIGERATION CORPORATION, NILES, MICHIGAN 
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Congress Hotel 





PIONEERS 
WASHDAY ENGINEERS FOR 60 YEARS! 
THE DEXTER COMPANY, FAIRFIELD, IOWA 








{| 
i} 











Display Show Rooms 
SPACE 1156 


Merchandise Mart 


aap 
ers: 


Higher Net Profits! 





Credit: A Notch Tighter 


A New York bank quits non-recourse financing 
with a suggestion that appliance dealers concentrate on 
more sound selling practices in a “salesman’s market” 


A large New York bank tightened 
the credit noose on appliance dealers 
recently by announcing that it is dis 
continuing its non-recourse financing 
plan and returning to limited recourse 

The National City Bank of New 
York said in a memo to dealers that 
the time had come for dealers to ‘as 
sume a greater responsibility than here 
tofore” in financing of retail sales 

It appears that additional em 
phasis must be placed on sound selling 
methods, and complete customer 
satisfaction,” National City said, add- 
ing that conditions have changed into 
“what has been well described as a 
‘salesman’s market.’ ”’ 

Two Choices. National City offered 
dealers a choice of a limited recourse 
plan or a dealer reserve program. 
Under limited recourse, dealers are re 
quired to repurchase a contract where 
the first four payments have not been 
made by the buyer, under terms of 
the contract. 

Under the dealer teserve plan, a 
reserve of 25 percent of the six percent 
per annum credit service charge is set 
up under a full recourse agreement 
I'he bank operated a similar limited 
recourse plan prior to World War II 

While there were no similar actions 
noted on the part of other banks last 
month, National Citv’s move was 
taken as another indication that the 
credit squeeze which started earlier 
this vear is continuing to grow more 
acute 

\ spokesman for a bankers’ associa 
tion said that although repossessions 
are higher than a few years ago, de 
faulted paper is not so much of a prob 
lem because banks are refusing to tak« 
poor risks any more. 

“It’s the high number of rejections 
that is proving most bothersome.” 


New Directors 


Small Lines Headache. ‘The spokes 
man said it appears there is more trou 
ble financing smaller lines than major 
appliances, because the return for the 
lending institution is often not great 
enough to warrant troubling with pa 
per. He named mixers, cleaners, sew 
ing machines and other housewares. 

“It has always been a problem get 
ting enough paper for dealers and 
manufacturers,” he said. ‘However, if 
the dealer is good, he doesn’t have to 
worry about financing.” 

Though many reasons for the credit 
squeeze have been given, last month 
another appeared on the scene—over 
time pay. With more frequent in 
stances of overtime pay being elim 
inated, more loan companies and 
banks have sent out memos declaring 
overtime pay is not to be counted in 
estimating ability to pay 





Scheduled Meetings 


THE CHICAGO MARKETS 
Furniture and Merchandise Mart 
January 4-15 

HOUSEWARES SHOW 
Navy Pier, Chicago 
January 14-2] 
FLORIDA ELECTRICAL EXPOSITION 


Tampa, Fla 


February 2-13 


WESTERN WINTER RADIO- 
TELEVISION & APPLIANCE MARKET 


San Francisco, Calif 


February 8-12 














NEWLY-ELECTED directors of the Association of National Advertisers assemble 
following a meeting of the association’s board recently. Left to right: Storrs J 
Case, Sun Oil Co.; Charles W. Rice, Jr., American Viscose Corp.; Edwin W. Ebel, 
General Foods Corp.; George B. Park, General Electric Co. (marketing and services 
division); and M. F. Peckels, International Harvester Co. (consumer relations) 
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_hitrdxeds— 
thousands 
of additional prospects. for 
Room Air Conditioning will be 
created by a | 
REVOLUTIONARY NEW KIND OF 


ROOM AIR CONDITIONER 








KEEP YOUR EYE ON THIS PUBLICATION ~ 
NEXT MONTH FOR CHRYSLER AIRTEMP’S 
ANNOUNCEMENT OF THE GREATEST 
MONEY-MAKING OPPORTUNITY IN 
‘Room Air ,Conditioning 


HISTORY ! 


P.S.1f you can’t wait for published details, 
write us at Dayton 1, Ohio for pre-view. 
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MANUFACTURERS 





their products in Broil-Quik headquarters in New York 


now claims to make more broilers 
operations. With new facilities 





than 
Broil-Quik hopes to make 3,000 broilers a day, 


“a 


FATHER AND SON: Isaac Steinbook (seated), and son, Max, are surrounded by 


Isaac founded firm which 


any other; Max directs Broil-Quik’s 


bring out a new model, expand into coffeemaker and steam iron fields 


Broil-Quik Raises its Sights 


From a group of eight men working in one room, 
Broil-Quik Co. has grown in three years to one of the 
leaders and now aims at 3,000 broilers a day 


Production of about 3,000 broilers 
a day is contemplated by Broil-Quik 
Co. shortly after the firm completes 
moving into a new plant this winter, 
according to Max Steinbook, presi 
dent. 

Also included in Broil-Quik’s plans 
are expansion of fryer production, a 
new broiler model next January which 


will “‘obsolete all other models,” and 
entry into the cofteemaker field in 
1955 and steam iron fields in 


1956, Steinbook told ELECTRICAL 
MERCHANDISING. 

Broil-Ouik, which manufac 
tures about 2,000 a day, is 
moving its production and adminis 
trative facilities to a plant where it 
will have five times as floor 
space. In order that normal manu 
facturing processes will not be dis 
rupted, the machinery is being moved 
piece by piece, and probably will be 
completed this winter 

Steinbook claims Broil-Quik 
leads all other broiler manufacturers 
in sales and production, with more 
than half of all broilers now in use 
carrying the Broil-Quik label. Sales 
of the firm were around $5,000,000 
last year, and Steinbook estimates 
double that amount for the present 
fiscal year 

Broil-Quik 


now 
broilers 


much 


now 


now manutactures 
broilers under seven trade names, 
more than half of which are Broil 
Quiks. Recently entering the fryer 
field, ‘Steinbook expects to step up 
production of fryers to about 1,000 a 
day in a few months. 

First Broiler. The first 
open-type broiler to be manufactured 


modern 
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brought out in 
early 1950 by Isaac Steinbook, owner 
of a small firm had manufac 
tured heaters and old-type broilers 
His first broiler was a simple, box-like 
device merchandised under the Crown 
name 

“It was like inverting a hot plate,” 
Max Steinbook, son of the 
founder. “Before 1950, most broilers 
had been the enclosed type, which ac 


Was 


by Broil-Quik 


which 


Says 


tually steam the food instead of 
broiling it.” 
I'he Steinbooks introduced their 


first model under the Broil-Quik name 
in January, 1951. The broiler de 
veloped rapidly into a larger, rectangu 
lar-shaped more complicated combina 
tion and has 
not been changed basically since that 


broiler-rotisserie-frver, 


tin 

When we started out, all we did 
was assemble parts,” Max Steinbook 
avs. “The industry was just beginning, 
and getting into production was the 
big problem. We kept improving our 
models and putting profits back into 
expansion, 


Goes National. ‘The Steinbooks say 


they also did some pioneering in 
broiler advertising. Prior to 1952, 


most advertising was local, or word-of 
mouth. Broil-Ouik “went national’ 
in 1952, expanding into large circu 
lation magazine advertising and 
strengthening its distribution system. 

Steinbook divides Broil-Quik’s pres 
ent sales outlets into two categories: 
New York, where the bulk of business 
is through discount houses; and “the 
rest of the country,” where appliance 
dealers, department stores, furniture 


stores and a few jewelry stores retail 
Broil-Quik products. 

More Room. ‘To make the planned 
expansion come about as soon as pos 
ible, machinery is being moved over 
a period of time to the new plant, 
which has about 250,000 square feet 
of floor space. ‘The new plant, bought 


from Borden Co., is in the same gen 
eral neighborhood as the present 
upper Manhattan location, where 


Broil-OQuik makes 90 percent of it 
own parts and handles all its service. 
By keeping most of his present 





force and adding new em 
ployees, Steinbook expects to bring 
the total number of persons working 
for Broil-Quik to about a thousand 

992 more than gathered in one room 


W orking 


four vears ago to turn out the first 
broiler. 

Steinbook belicves the broiler: busi 
ness is still in its infancy, that the 


broiler market will not reach a satura 
tion point nationally for 10 or 15 
veat Broil-Quik’s production prob 
ably will level off at about 5,000 units 
a day, he Says 


New Line for Chamberlain 


A pioneer in the invention and promotion of the 
automatic washer, John W. Chamberlain brings out a 
new line of products in the home laundry field 


As a young man in his 20's, youth 
ful-looking John W. Chamberlain 
made history with his pioneering in 
the invention and promotion of the 
automatic washer. 

‘Today in Skokie, I1., Chamberlain, 
president of the Washer-Dryer Manu 
facturing Corp. is again readying sev 
cral new products for the market in the 
laundry line 

They are: A commercial sized auto 
matic washer and dryer for wash stores, 
1 new domestic washer-dryer, a water 
softener, and a new water valve. 

With the exception of the water 
oftener, these are not Chamberlain’s 
brain children, he says, but rather new 
ipproaches his firm is promoting. 

I'he new domestic automatic dryer 
and washer employs 4,500 watts or 
electric heat at the top, and has 
vacuum exhaust at the bottom. It has 
no solenoids, is belt driven by a washer 
motor. Controls are mechanical and 
ire a new approach 

I'wo models are being made, a 220 
volt and a gas job, and the machine 
will list for $249.95 

Che commercial model employs a 
one horsepower motor, and is said to 
wash and dry one pound a minute. 

lirst sales, Mr. Chamberlain said, 
will be through key dealers and even 


distributors Assem 
started in November, followed 
ind field-test machines. No 
howing will be made of the new 
washer at the January markets. It is 
constructed of stainless steel. 
Officers of the Washer-Drver Corpo 
ration are John W. Chamberlain, who 


tually through 
bling 


by samples 


calls Bloomington, Il. and Akron, 
Ohio, his home towns, president; 
Donn MacKay, vice president; and 


John Graf, secretary. 


Expansion Program 


\ four million dollar expansion pro 
gram for the Westinghouse appliance 
plant at Springfield, Mass., has been 
innounced 

Che entire amount will be spent for 
production equipment to increase 
output of the motored appliances 
which are produced in Springfield. No 
idditional building 
planned 

Space for the 


construction 18 


expansion will be 


made available by the shifting of re- 
frigerator unit production to a new 
plant at Columbus, Ohio. The shift 


next summer and will 


will begin late 
take from six to eight months. 








JOHN W. CHAMBERLAIN, pioneer in the automatic washer field, inspects his 


latest product 
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a new stainless steel washer-dryer intended for washateria use 
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Biggest Television News 
"we Television Business! 











a 

















oo 
= with 

a new full-hour program of 
S\ outstanding dramatic entertainment 


alternating with 


the UNITED STATES STEEL HOUR 


> 
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January 10! That's when the big new ‘54 Admiral 


Appliance Line “cuts loose” — with the surprise 














features of the industry! We know you will want to 

wait and see it...and make your commitments only 
after seeing ALL of the ALL-NEW'54 Admiral models. 
So mark January 10 on your calendar... the week 


set for Admiral dealer showings. Make a date to wait 


and See and SELL BIG with Admiral! 


Admiral 


REFRIGERATORS ° ELECTRIC RANGES e TELEVISION ° RADIO 





AIR CONDITIONERS A HOME FREEZERS e MOISTURE CONDITIONERS 





ELECTRICAL 





MERCHANDISING—DECEMBER, 1953 PAGE 143 




















144 





| This advertisement appears in such opinion-forming publications as Time — Newsweek —U. S. News & World Report and Wall Street Journal 

















Are You Waiting for 
COLOR TELEVISION? | 


= aa iy 





F YOU ARE THE MAN who is driving an 
expensive foreign car and your wife owns a 
platinum mink, or if the trials of pioneering are 
a joy to you, you will want to be the first in 


white receiver. That’s like promising to bring | 
the cost of an automobile down to the price of 
a motorbike. While, over the years, color re- 
ceivers will become less costly, they always will 
your set to own color television. be relatively much more expensive than the 
Magnavox will have one in the fall of 1954 black and white receivers. 
and we'd like to have you on our prospect list. 1 

You will also want the best big-picture mono- When Will Color Pictures Get Bigger? 

chrome receiver to watch the wonderful black ont : . 
and white telecasts, for you will not be satisfied The color omer Baw on the production 
, drawing boards will only produce pictures of 


to watch them on a small (9’x111'4") color 
Paks 1949 “‘peep show’”’ variety. The present black 
screen. We want to sell you that receiver now hy I sei ty ¢ present bla: k 
Magnavox Chromatic Television—so that you Pan a aoagin ta o — phe ran sreda = 
peer og 8 . intensive developme rolv ds of 
may enjoy TV at its best .. . with warm color- oe ee o 
thousands of engineering man hours. It took the 
industry five years to grow from the original 7” 





tone pictures of clarity, fidelity and beauty such 

as you have never seen before. Magnavox ils ui 00 tandard 21” tul 
: a ae ; ge ube te : standard 2 2; seven years 
Chromatic TV will give you near to life-size ~ a weg avy Geren yenee 
. a 27" tul to the new 24” tube. Color television is in- 

pictures on a Z2/° tube. <i > : 

finitely more complex so don’t expect big 

, . picture color at any price—soon. 

If You Are Waiting for a F v# 
Color Television Receiver, You Should Be 


Apprised of These Facts: 


How Much Will Color Contribute to 
Television Enjoyment? 
Color Television will cost several times as 
much as a black and white receiver of com- 
parable picture size—they will be in the $1000 
class and the picture will be the same size we 
produced on a round 1214" tube in 1949. They 
also will cost proportionately more to service. 
You can now buy a perfected monochrome re- 
ceiver that will give you a picture five times as 
large for about one-third the price! 


You have seen colored movies—some are good 
and some are bad. The essence of enjoyment 
still depends primarily on the story and the 1] 
talent . . . and so it will be in color television. | 

Fine television entertainment is here now. 1] 
You can enjoy countless hours of fine programs 
on Magnavox Chromatic TV—today’s black 
and white telecasts and big Chromatic pictures 
of the occasional color telecasts. 


Will Color Receivers 
Be Less Costly in the Future? 


Color Television will not obsolete 
Present Day TV Sets 


The color ['V set is inherently many times 
more complicated than the most modern mono- 
chrome receiver. It needs twice as many tubes, 
three times as many parts and circuitry. The 
small picture color tube alone costs more to 
manufacture than a complete black and white 
receiver that produces pictures three times as 
big. Some color promoters wishfully promise 
that in a few years mass production and 
inventive genius will reduce the cost to not 
more than 50° above a comparable black and 


Present day sets will receive color telecasts 
in black and white but the pictures will be 
much bigger. So don’t deprive your family of 
the advantages of modern, big screen, Chro- 
matic television enjoyment by waiting for the 
commercial development of color television. 
You may find yourself in the position of the 
man driving a “Model T,”’ awaiting the revo- 
lutionary improvement in automobiles. Buy a 
Magnavox Chromatic Television receiver NOW 
and enjoy television as you never have before. 


| nor C JO . 
FRANK FREIMANN, 
President 


THE MAGNAVOX COMPANY e« FORT WAYNE 4, INDIANA 
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BINAURAL demonstration by Espey Manufacturing Co. gets 
attention of recording star Barbara Carroll and Edward Robinson, 


Espey engineer 










SOME OF THE ESTIMATED 25,000 visitors at the Audio Fair in New York October 14-17 
tt sround RCA‘s display of high fidelity components. The show, he'd in conjunction with 


nt ngineer Ww the biggest in history 


ound in the City 


More than a thousand exhibitors occupy 144 rooms to 
help make the 1954 Audio Fair in New York the biggest 


and best in history 


GROUP of visitors listens attentively to Zenith high fidelity 
Zenith’s display occupied four rooms at the New Yorker Hotel 





STANDARD 





DEMONSTRATING the Pilotuner FM tuner is James ROY PARR, chief sales engineer for V-M Corp., uses REPRESENTING Hallicrafters Co., John R. Halligan, 
Benjamin, sales manager of Pilot Radio Corp., one of telephone to check signals and answer questions. V-M issistant manager, communications division, answers 
the t isand exhibitors at the show howed hi fi record changers and phonos a visitor's questions 
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HERE’S THE ROOM AIR CONDITIONER THAT WILL 


keep you out of trouble | 
ano let you keep your profits! 








SELL 















Oe 


No Problem with Rust! 
' Coolerator cabinets resist rust inside and out! 
Zinc-coated bonderized steel with double- 
coated baked enamel finish resists corrosion, 
stains, abrasion; will not crack or chip; keeps 
its luster. Keeps customers happy. 


. 
Permanently Oiled! 
Coolerator fan motors and compressors are 
oiled for life. No periodic service needed. 


Splatter-Proof! 

Special design dissipates moisture as a mist 
instead ty on there out through vents. Saves 
customer complaints and servicing! 


Permanent Filters! 

For fresh air as well as room air! Easily cleaned 
with warm water, easily replaced, Customer 
satisfaction is assured. No servicing needed. 


No Side Vents! 

Front-intake vents mean draperies can be 
hung right up next to cabinet without worry 
of cutting off circulation. Saves service calls! 








, COOLERATOR 


DON’T SETTLE FOR LESS! 


Coolerator Plus-Quality Features 
eliminate service problems that 
Ag cut your profits 
- «+ Compare! 





Interchangeable Cabinets! 
4, ¥2 and % ton units all fit into the same 
cabinet. No change of mountings. Saves you 
trouble of replacement. 


Double-Action Positive Exhaust! 
Circulator fan pushes out stale air into the 
machine compartment. Condenser fan pulls 
it outside. Fast, sure—no complaints! 


Proved Quieter in Operation! 
Perfectly balanced, insulated throughout. Air 
circulation fan is centrifugal, moves more air 
at lower noise level. Compressors are inter- 
nally spring mounted. 


Cheaper to Operate! 

Exhaustive laboratory tests prove that the 
Coolerator costs less to operate than practi- 
cally all other units. This is due to expert en- 
gineering, automatic thermostat control, a 
perfectly balanced system with dependable 
Tecumseh compressor. 


Ask yeulr Coolerator Distributor for Special Finance Terms 


SEE COOLERATOR AT THE CHICAGO MARKET... 
" 11-107, MERCHANDISE MART 
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COOLERATOR jy 0- 
L é 


COOLERATOR COMPANY, Duluth 1, Minnesota | 


A Division of International Telephone and Telegraph Corporation 
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for manufacturers’ 


ANSWERS to their questions 
were readily available to home economists attending AHLMA'‘s 
annual home laundry conference in New York last mont! 
conference chairman Roy Bradt (of Maytag) answers ¢ 
for Guinn Hall of the New York Herald Tribune 





IN INTERVAL between conference sessions, guests place order 
literature displayed in 


hotel 


corridor af 


about home laundering problem: 


Here 


uestion 


The “Science” of Washing Clothes 


Speakers at annual home laundry conference prove there’s more to 


washing clothes than meets the eye as they discuss fabrics, soaps and de- 


tergents—and even sonic washing machines 


more home cconom« 


y clic ng 
B teacher 


hould be encouraged to 


bring up to date their methods of 
teaching good home laundering 
methods, the Seventh Annual Na 
tional Home Laundry Conference, 


sponsored by the American Hom« 
Laundry Manufacturers’ Association, 
was geared especially to serving the 
educational field 

One of the highlights of the two 
day program held at New York’s Hotel 
Commodore, carly in November, was 
a panel of education authoritic 


headed by Dr. Helen Judy Bond, head, 


ELECTRICAL 


MERCHANDISING— 


Department — of onomi 


Home | 
leachers’ College, Columbia Univer 
sity. Included in the panel were such 
leading educators in the appliance 
field as Mrs. Elaine Knowles Weaver, 
Ohio State University; Elizabeth Bev 
cridge, lowa State College; and Irene 
McDermott, director home 
omics, Pittsburgh Public Schools. 

Miss McDermott told how, with 
the cooperation of Pittsburgh’s utility, 
the Duquesne Light Co., and West 
inghouse, G-E and Hotpoint, the 
Pittsburgh Board of Education d¢ 
veloped one of -the most 


econ 


modern 


-DECEMBER, 1953 


ind ambitious homemaking projects in 
the country. 

Said Miss McDermott: “The key 
to this kind of program is the utility 
company’s schools representative. He 
makes the contacts with dealers and 
manufacturers and carries the program 
through on all levels.” 


Natural Tie-ins 


Automatic laundering is a natural 
with many related educational 
ictivitics, according to Mrs. Weaver. 
She suggested that the 
om 


tic-in 


home econ 


s teacher at all levels should invite 


the chemistry or science instructor to 


cooperate in teaching good home 
laundering methods. 

“In the sewing class, for instance, 
every gitl who makes a wash dress 
should wash and iron the garment as 
a part of her assignment before the 
term ends,” said Mrs. Weaver. 
“Home laundering can also be tied-in 
with good grooming, with home fur 
nishing and interior decoration Cuurses; 
it should be a part of every child-care 
unit of work; and it can also be tied-in 
with food because a food 


teaching unit also includes instruction 


MORE=> 


courses, 


PAGE 147 





COMPANY CONFERENCE finds Easy president 


Reeve, left, conferring with advertising director R 


posed by Mart} Dav f New York 


answered by Ironrite’s Hal Biddle 





and Evelyn Funk of Stillwater, Okla., are 





JOKE told by Kenneth Adler of Detroit 


Doll, right 


i" of linen fca towcl { 
In another panel covering equip 
nent—washer . dryci id jrone! 
Rose Mary Guerra, director hom 
economics, Easy Washing Machin 


orp., made a plea for the conver 
tional washer Said Mh Cue! 
Conventional washers, unfortunatelh 
ive been all but forgotten in man 
quarte! Women who should b 


ising good new conventionals are tr 
ng to get along with worm out mode! 
until they can afford automatic 

l peat il users of low priced conven 
tionals, in the opinion of Miss Guerra 
ive: (1) The millions of young couples 
beginning married life each year 
Women on farms, where 90 percent 
of the washers in use are of the con 
entional varietv. (3) Women who ar 


faced with the problem of limited 


water supply. (4) Women who lack 
good water-heating facilities 5 
Women who lack space for perma 
nent installation 
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tht, chairman of 


mics, Thor Corp., in discussing the 
need for education in the use of iron- 


ng machines, also reported a survey 


NEW YORK distributor Bill Leck, right 


Jame peed Queen discuss the 


ud that t pcrcent t t yvomen 
id hey « it di all thei 
family wash wi « Part of thei 


ommercial laun 


Liryve ved 


laundry 3 


dry—the part that quires ironin 


Ot the +t percent, 15 percent said 


t 


} "4 l, . 
thie vere not arvu 


, sheets, 7 percent 
vere not drving shirts in the dr 

It was also found that iM D¢ 

drver owners did not have ironers. ‘“‘It 
is logical to ume, oncluded Mi 
Doherty, “‘that if these women had 
in easy way to take care of ironing 
shirt heets, and linens, they would 
not be sending them to commercial 
tablishments.”’ 

Helen Kendall, Good Hous« keeping 
Institute, Margaret Davidson, Ladies 
Home Journal, and H. L. Biddle, Iron 
rite, were also members of the equip 
ment panel 

Newest findings in fabric washabil 
ity, water and its problems, soaps and 
detergents, bleaches and starches wer 
also reported in the 2-day meeting 


listens to T. A. Barry, J. S. Morris and 


nference program 


Washing clothes with sound” ha 
had wide pubiicity since the end of 
World War II, and to satisfy curiosity 
in the industry concerning the nev 


tvpe wa her, E. O. Morton, Westing 
house, chairman of AHLMA’s eng: 


neering committee, reported finding 


f an investigation he made recently 
into the practicality of this tvpe of 
vashing He demonstrated — thre 


foreign models, two from German 
and one from Australia, to show that 
the sonic washer in its present stat 
has little more etftectiveness in wash 
ing clothes than a good soaking 

Roy A. Bradt, conference chairman 
ind vice-president, Maytag Co., said 
the plans for 1954 conference include: 
1 complete exhibit of the products of 
the Association’s membership. He 
ilso announced that the Association’s 
executive committee had voted to set 
iside a sum of money to be used to 
id in teaching home laundry in col 
leges and universitic 
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EXAMINING conf 


hultz eft 


erence program are Harold OCCUPIED with a problem are V. F. Peterson, left, Norge INTRA-COMPANY matter is settled by R. J 
1 6b bot f . nundry sales manager, and J. B. Johnson, Kelvinator McDonald and J. J. Anderson of Westingh 


“NEW 
REGISTRATION 


2 


GREETING for Whirlpool’s Robert Mitchell i by Hamilton’s Howell Evans, REGISTRATION huddle includes Edith Ramsay of American Home, John 


r 
center r AHLMA secretary John Reine« C 
} AHL tary C Christensen, left, of Hamilton, and ad man Richard Hunt. 


LUNCHEON TABLE remark claims attention of Mrs. Mary Held of Cincinnati VISITING in lobby are L. O. Reese of Armstrong Products, P. W. Schultz of 
E. O. Morton of Westinghouse and Elizabeth Beveridge of lowa State Sears, Roebuck, J. B. Blanton of Hotpoint and Joseph Groshans of Speed Queen. 
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NEVER BEFORE IN LAUNDRY APPLIANCE 
HISTORY HAS SUCH A POWERFUL GROUP 
OF PATENTS GIVEN DEALERS SUCH 

A COMPETITIVE ADVANTAGE! 


SD 


io 


World’s Lowest | Lowest Priced 


Priced Work-Free | Fully Automatic 
Washer! Washer 


Independent Dealers Can Sell! 
*Suggested *Suggested 
list list 
Less than any Automatic, any other 


America's fastest-selling 
Fully Automatic Washer! Not 
last year’s model... Full-sized 
Semi-Automatic; even less than many 
Wringer Washers! Only Bendix 
Patents could make it possible! 


... Nota stripped model! Now 


priced even lower than before— 
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thanks to exclusive Bendix Patents! 


BENDIX wwasue 


AGITATOR-ACTION 
WASHER 





Won) stile) PRR er 


NOW! THE MOST SPECTACULAR 


354 








pics aD 











BEND 
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The Washer 
that is 


Recommended 
“Safe For Man- 


ade Fabrics” 


Only washing method so safe 
it’s recommended by Clothing 
Manufacturers themselves for 
garments made of Fabulous Man- 
Made Fabrics, including Prince- 
ton Mills’ New DuPont Orlon 
Knit! Another Bendix Exclusive! 


TUMBLE ACTION 
WASHER 













| EXCLUSIVES EVER OFFERED! 




















——— SS 


Washer-Dryer 
all-in-one 

















_ 


The Dryer C 
that Outsells 
all Others! 


(GAS AND ELECTRIC MODELS) 


— 


I * 
ysive" "| in the 











An outstanding success! Now selling at the rate 


On top because of such Bendix features of approximately 10% of total Automatic Washer Dollar 
as PowR-Vent, and HiAirflow, Volume— in its first year! Only Bendix has the Duomatic! 
LoHeat! Safest for Man-Made Fabrics. 


BENDIX “’oever |) BENDIX “since DUOMATIC 


Every important Automatic Laun- 


The world’s most complete Automatic Laundry Line! 2, *eetonss seveigemont nos 


been pioneered by Bendix! For 





’54, more than ever before, this 
BENDIX HOME APPLIANCES. Div. AVCO MANUFACTURING CORP., CINCINNATI 25, OHIO means tremendous leadership in 
sales for every Bendix Dealer! 
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CONFERENCE VISITORS eavesdrop as Lee Moss of Landers, Frary & Clark argues a point with Miss Joan Berston of Alexander Smith Inc 


session of the ann 


at the opening 





CALLING 


chairman R 


CONFERENCE |: order 
bert Dobson of Westinghou 


ATES! | l ip t np i 
L design; wiiat happening in hard 
urtace | ( " na the tat 
a velop " mi Wa to mamtan 
hard 


the top 


these urface flow vermes wer 
the ‘Lhird Na- 


COVE red at 


tional lon \ iim «4 iT (on 
ference tt Il tire \ ommodore 
Hotel, Ne York, the first week im 


Nove mb I 


Ihe trend to light colors and new 


fabrics in rugs and carpets present 
new problems, according to Jam 
l'aylor, director, sales training, Alex 
ander Smith = In Said Smith 
Soil-resistant carpet fabricated in 
new fiber ran, nvlon and = rayon 


blends—are now being experimented 
with and tested in manv homes, ‘Spe 
cial fibers 
to make them highly resistant to dust 
ind dirt, but there still remain prob 
lems in keeping them clean and main 


taining the original bright colors 


treatment’ is given these 
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Home Vacuum Cleaning Conferenc« 


in New York 





a speaker 


VCMA's Forum on Floors 


Home economists attending the association’s third annual home 


vacuum cleaning conference in New York are told all about floor 


coverings and how to care for them 


in Berston, of Alexander Smith 
onsumer service department, told 
how to ire for today rug ind cal 
pet Said she loo many rug deal 
ers are telling their purchasers not to 
use a vacuum cleaner on new rug 
Vhis old belief that the cleaner wears 


mut new rug in entirely erroneot 


ind cleaner manu 
ettort to 


whi h Tug 


hould 


Premise 
facture! 
di pel 
According to Miss Berston, the 
Smith daily 
vacuuming of first 
ther« 


make every 


Company recommends 
1 new rug for thi 
ix months and twice a week 
ifter 

RK. K. Austin, merchandise man 
Congoleum-Nairn told of the 
growing popularity of smooth-surface 
floor coverings; and Mrs. Lucile Bush, 
S. C. Johnson, told the part waxes 
play in maintaining hard-surface floors. 

“The use of the vacuum cleaner 


on these surfaces is a real boon to the 


AgCT, 


homemaker uid Nh Bush Wax 
keeps the dirt from sticking, so that 
the cleaner can get at it quickly 

\ good mechanical floor polisher 


ilso helps simplify floor care,” shi 
idded Llowever, it should be of 
ufhcient weight and power to do 


good job.” 

l‘urther commenting on the advan 
tages of floor polishing 
equipment, Mrs. Bush told of a recent 


mechanical 


survey of 1,000 homemakers made by 
S. C. Johnson 

“Out of 788 replies re 
“only 41 said they did not 
vacuum 154 of the 
cleaner owners said they had a pol 
attachment for their 
but only 22 said they used the attach 


ived,”’ she 
reported, 
own a cleaner; 


isher cleaners, 


ment with any degree of regularity 
All the rest seldom, if ever, used it. 


Reason given: it required too much 
fuss. Hand polishing was considered 
simpler.” 
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on the 


Other speake program in 
luded Elizabeth Beveridge, head, 
household equipment div., Iowa 


State College, who outlined vacuum 


cleaner teaching methods used at 
Ames, and John A. Kemper, vice 


president, Scott & Fetzer Co., and 
chairman of VCMA’s public relations 
committee, who promo 


1\ iilable by 


reviewed the« 
tional services mad 
association 

floor during a 
period reve iled 
if the 300 educa 
ind home economists at 


Discussion from th« 
question and 
that the majority 
tors, editors 


mswel 


tending the meeting would like to 
have seen actual cleaner models exhil 
ited and had them demonstrated 


According to Robert E. Dobson, mer- 
chandise manager of Westinghouse 
vacuum cleaner division, and confer- 
ence chairman, the association will dis 
cuss the possibilities of having exhibits 


vailable at future conferences 
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After formal sessions are over vacuum cleaner men find opportunity to visit 


with each other..... and with conference guests... .. 


LUNCHEON TABLE discussion finds Bill Cashman of Landers, Frary 


left, visiting with B Oliver of Westinghouse 


DURING LUNCH (¢ 3. Frantz of Apex visits with Mrs. Lucille Bush of § 


Johnson & Son; she was a conference speaker 


POST-CONFERENCE chat finds Walter Munz, right, of Hoover, listening to an 


4 7 j AA 
te YA. L Viclartny tf cureka 


HOME ECONOMIST Madge Dilts and Electrolux president Walter Dietz share 


a laugh before cor erence session gets underway 


CORRIDOR TALK finds Mart Manly of Electrolux, right, holding attention of 


Lannon Mead of Regina, left, and Alex Lewyt 


VERMONT VISITOR Charlotte Beatty (of Burlington) poses a question fer 
A. Orr of General Electric 


. 
; 
: 
: 
; 
; 
; 
' 
‘ 
: 
: 
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TV shows are sponsored by Hotpoint 


SPONSOR AND STARS: Hotpoint president John Sharp, left 


distributor convention in company of Ozzie and Harriet Nelson whose 











arrives at Chicag 


radio and 


Hotpoint: Double Feature 


Company assembles 1200 distributors and friends 
in Chicago in late October to show off its new product 
lines and stage a tour of its new refrigerator plant 


Some 1200 Hotpoint distributor 
and salesmen assembled in Chicago in 
late October for a two-day distributor 
convention 
vejling of a complete appliance linc 
and the severing of manufacturing tics 
which had long bound Hotpoint to 
its parent firm 

On the first dav of the 
terest centered on the 


which marked the un 


show In 
was 
pliances but on the 
entire group was taken through Hot 
poimt'’s new refrigerator factory which 
makes possible the 
umbilical cord in manufacturing. For 
many years Hotpoint and it 
General Electric 
appliances for cach other 


Hncw ip 
second day the 


severing of an 


parent 
manufactured 
Now 
the completion of the Hotpoint re 
frigerator plant and the G-l 
plant in Louisville, each company will 


have 


with 


range 


from the first 
manufacturing steps through final d 
to the 
he advantages 


stand on its own fect 


livery consumer 


ot Hotpoint s new 


facilities to dealers are obvious: mixed 
car shipments can now be handled 
directly from Chicago. ‘Vo the dealer 
hipment of ranges, refrigerators, auto 
matic washers and drvers in one car 
means a big saving 

Big Plant. ‘hese manufacturing and 


distribution advantages from the new 


plant offset (in the minds of Hotpoint 


planners, at least) the fact that th 
new factory adds substantially to the 
capacity of an industry which many 
people feel is already “overplanted 


that the 
refrigerators ha 


Hotpoint realizes 
| 

capacity to produc 
7.5 mulhon 


fee] 


now moved up round the 
but officials 


level compan\ 





NOT CIGARETTES but woter heaters 


product showing at Chicago Hotpoint « 


PAGE 154 


provide costumes for tw 


nvention 


country s 








S oe 


Hotpoint refrigerator 


butor convention 


many of these plants are obsolete 
or poorly located. With population 
growth also a factor, Hotpomt has 
made its move with an eye to th 


from 
capac itv of 


market five or ten vears now 
Ihe new plant has a 
100.000 boxes a but it is not 
expected that it will operate at this 
capacity. Rather, the new set-up will 
permit shifting of employment to the 
product currently in demand 

The Meetings. Hotpoint pulled all 
the stops in showing off its new lines 
to distributors. ‘The firm took over a 
Chicago theater to house a rollicking 
five hour musical show at which nine 
dish 


VCdI 


refrigerators, nine ranges, five 
washers, two disposals, five room ait 


conditioners and two chest-type freez 


crs were shown 
There were some surprises in the 
new lines. The company’s line of 


MUSICAL ESCORT: Virginia De Luce, star of the musical hit ‘‘New Faces’’ lead 


sales manager John F. Carroll onto the 





tage during distri 


ur conditioners (on which Hot 


room 
point will go national for the first 
time in 1954) contains a 14 hp 
model, an innovation. Also completeh 
new was a line of custom ranges for 


built-in applications. ‘The 
claims to sell 27 percent of the $425 
ind over ranges, thus giving it firm 
footing for a venture in custom equip 
ment 

Advice. The possibility of strength 
cning dealer organizations by cutting 


COMpal\ 


number of dealers was 
with the convention 
ence by vice-president John F. Mc 
Daniel. He that many 
might be anxious to handle only onc 
line. ‘To help such dealers, McDaniel 
promised the distributors a new fran 
Price 
salient fea 


down on the 
discussed iid 


said dealers 


chising program for 1954 
tection will be one of the 
tures 


pro 


Amana Opens the Door 


Distributors at Amana’s Cedar Rapids conven- 
tion see new freezer models with removable doors and 
take a look at the firm’s new air conditioners 


The ever home freezer, 
ind the trouble it has getting through 
the door mto the got the full, 
undivided attention of 80 distributors 
it the national convention of Amana 
Refrigeration, Inc., at Cedar Rapids, 
Iowa, November 8 and 9 

By the simple expedient of reach 
ing back ito history for seventy 
vears, When doors used to lift off their 
Amana came up with an idea. 
1954 “Stor-mor” 


FTOWINE 


home, 


hinge S 


The three new, 


models introduced by executive vice 
president George C. Foerstner fea 
tured (1) the removable door and (2 
food holders like candy machines 


which dropped packages one by one. 
Model 19 (19.6 cu. ft.) Amana’s most 
popular model holds 685 Ibs. of food 
ind its door 80 pounds of this 
Carried over from 19%3 are the 14 
u. ft. and S cu. ft. freezer chests, 
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REMOVABLE DOOR f new Am na 
freezer helps facilitate moving of f rer 
through small doorways. Getting treezer 
tnrougP narrow entranc iv r ry 

een an industry neacgacne 
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SMITH & COMPANY 
2222 Mobile Street 
Jonesville 








| To: J. W. BROWN 
1643 A Street 
Jonesville 








1 Seventy-Five Deluxe | 
| RCA Air Conditioner 





a ae tim — 





ELECTRICAL 





If you want to see the selling-power of a name 
at work, just expose your air conditioner pros- 
pects to the magic of the RCA symbol. It’s the 
most convincing answer possible to that all- 
important question—‘‘Who makes it?” 


For RCA Air Conditioners are only one of a 
whole family of products that bear a name 


highly regarded by the American public. Each 
adds to the prestige of the other—each con- 
tributes to the immediate recognition and quick 
acceptance of the other. So, if you want to 
assure your success in the home air conditioning 
field, display the line that is first on the ‘‘dotted 
line”... RCA. 


RCA Air Conditioners 


RCA VICTOR DIVISION 


RADIO CORPORATION OF AMERICA 


iN CANADA, 
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MONTREAL 


ELECTRIC 
HOUSEWARES 


No Wonder They 
Sell So FAST! 


SMALL quantities of coffee can be made auto- 
matically ONLY in a small automatic percolator.... 
like the 3- to 5-Cup EMPIRE “Thrift-O-Matic’! Just 
what the 40 million small families of America want! 
Prevents wasting expensive coffee. When larger 
capacity is needed, sell the popular 4- to 8-Cup 
Model 1942 EMPIRE Automatic Percolator. To be 
ready for all occasions, sell customers both styles! 




















* Just plug it in—no regulating! 
¢ Automatically stops perking! 
© Keeps coffee serving hot for hours! 


¢ Makes perfect coffee—everytime! 
WRITE TODAY for Catalog and Prices 


, <<“ 7 


ELECTRIC TABLE GRILL 





Another Fast Selling 














>» with the “2 
‘Perco 
Boitle 
he 


, . teams Ui kie” 
‘ e". 
Cup Cotfee-Quick! 
Drips”, Food & Baby t 
Hot Plate. and 


Warmer. tic ty, with 
sensational Empire pores A chrome-plated Sov surface ‘ 
bring y°' : 130 sq. - ide—heat in 
Percolators 10 | { profit interchangeable grids itn ing 
st complete line © dicator removable ; 
pw Electric Housewares you a No. 788—S15.95 List. 
abie . 






can feature! 


The METAL WARE Gorgoration 


200 Fifth Avenue TWO RIVERS, WIS. 


New York 


Merchandise Mart 
Chicago 
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WALTER WENDLER, genera! manager of 


Wash. Cody i 


Spokane 


Cody is with Evergreen distributors 
and the 25.6 cu. ft. upright. ‘The line 
for 1954 will consist of an $ cu. ft.; 
11.7 cu. ft.; 14 cu. ft. 15.4 cu. ft; 
19.6 cu. ft., and 25.6 cu. ft. 


Warranty Cards. ‘The freezer in 
dustry is off slightly at manufacturer's 


level, Foerstner said, from 1952. 
Amana is 30 percent ahead for first 
ten months of 1953. The year has 


ss of elimination at all 
level lealers not | g able t 
levels, some deaicrs not being abie to 
stand a 5 percent drop in trade. To 
day, the return of warranty 
dicate that 
inventory down, aré 
they are buying 


been a proc 


cards in 
the II 
elling more than 


dealers are getting 


l'reezer sales will be no larger in 
1954 than in 1953, Poerstner thinks 
Many distributor ire concerned 
about the growth of the full lines 
lew manufacturers really make all the 
items they sell, he said, and many of 
their products cannot be 
petitive. Distributor 


really com 
find their com 


cousin of fame 





Amana, chats with Opie Cody, right, of 
d frontiersman Buffalo Bill Cody. Opie 


plete line inventories much greater, 
turnover less, and this goes for dealers. 
Amana, he intends to stick to 
refrigeration products 

Wider Margin. ‘The 6000-7000 
Amana dealers, he stated, will find 
wider margin in the 1954 line, to help 
them with their overhead 

Ed H. Hinchliff, Amana sales man 
iwer, often called “the daddy of thie 
food plan,” held a chnic to di 
recent food plan failures 

Amana’s first room coolers come in 


said, 


one-half, three-quarter (115 and 230 
volt), and one horsepower sizes, de 
liver six combinations of cooling, heat 
ing and ventilation \ horizontal, 
lighted glider control operates them 


A thermostat automaticaily maintains 
temperature. Color dark brown 
with metallic trim 

Installation permits thrusting the 
unit outside « laving much in 
ick Ss cle II d 





STURDINESS of Amana freezer shelves is demonstrated by executive vice president 


George Foerstner, who introduc the 
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new models to 80 distributors 


MERCHANDISING 





“The Place to Take the Pulse of Business” 


WINTER MARKET 


JANUARY 4-15, 1954 


Emphasis has now swung from production to 
distribution. Both buyer and seller—more than 
ever before—want and need to know what goes 
on—what the other is thinking about. 

























Selling is the order of the day. 
People aren’t just buying — 
—— They have to be 
sold. 


The alert, aggressive, in- 
formed merchant must know 
what his sources—and their 
competition — are offering; 
what new designs are prov- 
ing out on the sales floor. 


yoo 

were 3 
- re ° 
Edad Aetgh, < 


were yer 5 


Your job for the coming six 
months requires planning; 
buying to plan! selling to 
plan! 


oe 


Nowhere else in the world 
can retailers, distributors 
and manufacturers of home 
appliances, TV and radio— 
get together so convenient- 
ly and economically as 
they can at a Market—at 
The American Furniture 
Mart in Chicago. 
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Write for 
Admittance 


Passes TODAY 
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¢ See Newest Lines 

¢ Find out What “Goes On!” 
¢ Plan Spring Selling 

¢ Visit “Top Management” 


¢ Talk with Other Merchants 


Merchants will place orders 
—and distributors will see 
customers there—both will in- 
spect the new lines. 


But of equal importance is the 
exchange of information and 
ideas—advertising and dis- 
play. Not only buyers, but 
store owners and managers 
are on hand—the men who 
make policy decisions. 


There is just one place to take 
the pulse of your business. 
That is an American Furni- 
ture Mart Market. Most im- 
portant of these is the Winter 
event, January 4-15, 1954. 


At all events, you need to be 
here in January. We look 
forward to seeing you. 


AMERICAN 
FURNITURE 
a 4 


MART 


666 LAKE SHORE: DRIVE 
‘CHICAGO J11,4LLINOTS 
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" py ae 
(id OWL 
ROOM AIR CONDITIONER 


/ 


lh 


PUSHBUTTON a8 
WEATHER 2 
crIECTOR 


PUSH you PROFITS < 1] 


QUIET KOOL — the name that spells QUALITY and PROFITS does 
it again! Brings you the most sensational development in year ‘round 


AUTOMATIC THERMOSTAT CONTROLLED air conditioning at a 


PR LOW A THER NAME BRAND! 


HIGH-POWER COOLING CAPACITY scr. termtebe Tecomsen set 
4-WAY ADIUSTABLE GRILLES. oorine tohinpc 

FAMOUS DESIGNER STYLING 
JASNOWFLAKE QUIETNESS cnr snes wh abbr nated no 


These are some of the outstanding features that make 1954 QUIET KOOL 
the fastest selling 





me 





for draft-free air control 





contemporary design in harmonious colors 
hinged grille conceals WEATHER SELECTOR controls 








Another i 
Exclusive . 


NEW 


the most amazingly priced air conditioner today! 
: “INSTALL IT 
i  YOURSELP’’ 
! ACCESSORY KIT 
“ _ makes easy 
ACCESSORY KI REGULAR 
Solves CASEMENT ‘| WINDOW 
INSTALLATIONS §@owdact on ‘INSTALLATIONS 
MAKE 1954 YOUR BIGGEST YEAR, MIR. DISTRIBUTOR // team up with the 
QUIET KOOL complete line . . . the year ‘round air conditioner with the buill-in consumer 
acceptance . . . . Choice territories still open . . . Wrile today for complete details! 
wha) QUIET KOOL ROOM, RESIDENTIAL and COMMERCIAL AIR CONDITIONERS . . . products of 
O QUIET KOOL CORPORATION « ouver st.newark nu 
subsidiary of QUIET-HEET MANUFACTURING CORP. ‘World's Largest Oil Burner Manufacturer’ 
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ASSOCIATIONS 








HERE'S HOW IT WORKS, says & 


f new 1954 Sentinel TV set to 


cacie 


Siegel 


John R. Fit 





Chicago (lett explaining intri 


zsimmons (right Isc f Chicag 


Service for Color TV? 


Some 1,500 service men at NATESA’s convention 
elect officers, discuss oft-heard complaints, and talk 
about servicing color TV of the future 


larst glimmerings of a plan to pro 
vide service for the color receivers of 
tomorrow appeared at the fourth an 
nual convention of the National Alh 
mee of ‘Television and Electroni 
Service Associations, held in Chicago 
Oct. 9-1] Some 1,500 service men 
oming from 35 regional associations, 
chatted with manufacturers supply 
ing the trade and attended mectings 
which were mostlv shop talk 

Dan R. Creato, of RCA Service Co 
talked on “Training for Color TV,” 
vhile Frank J. Moch, national presi 
dent and head of the Chicago afhliate. 
the Velevision Installation Service 


Association, translated th 
the art for non-techni 

We don’t know the 
vestment that will be required to ser 
ice color tubes,” Moch said. “It will 
run around $1,000, and it is not pos 
sibl men to prepare 


progress of 
il lavmen. 
umount of in 


now for CTV 1C¢ 


because there are 
Most service 
all vet, 
be cight 


themselves for color 
no color tubes available. 
people have not seen color at 
ind we understand there will 
or more adjustments in color tubes 
to get the to register.” 

Captive Service. Onc of the bones of 
contention facing the association is the 
growing tendency on th« part of manu 


facturers to have 


( olors 


captive service de 
partments. For example, Chicago, with 
ten brands each having 
000 sets out, the job of servicing be 
attractive financially On 
manufacturer will sell color sets onl 
with a contract tving the business up 
to its own service departments 

It was estimated by Moch that 80 
percent of the technicians 
long to some zessociation, and 
half of them belong to the as 
holding the 


it: 3. Fi: 


around 150, 


comes 


today. be 
at least 
sociation 
mecting 

Hazlehurst pointed out 





NEWSPAPERMAN, Jack Ryan, of Chicago Daily News (center) gets answers to his 


color tube questions at NATESA convention from John Cecich (left), 


Moch, president (right 
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@ Model 431, deep brown. 
Model 432, ivory. 6'/)-inch 


stat es PN MAI ANE AO AOE 
—— ss - . 4 


G-E Dynapower speaker. 
Phono-jack and G-E Audio- 
Magic switch. Dial-beam tun- 
ing. Full-range Tone Control. 
5 tubes plus rectifier 


*Prices subject to change without 


’ i Vp # ~ 
notice. Slightly bigher West and Model 431 i te : 
South, .S 


this Sound no other radio can match! 


cpio. ' oe H™* a radio that revolutionizes sound no other radio can match—so 
pages — (1008 RABID i ; : 
demonstrator Uasaphonie ¢, all previous concepts of small low-priced the market is unlimited. 


~ Gndin <i a radio listening pleasure. It’s the new Never has G.E. offere 
can push your Coe” wy G-E iiackall radio, called by High so powerfully Borgpce pase 
radio sales Fidelity experts, the greatest advance- and every time it’s demonstrated. Call 
sky high! ment in radio design since G.E. per- your G-E Distributor for the amazing 
) fected the Dynamic Speaker. Here's story of the new G-E Musaphonic radio. 


General Electric Company, Radio & TV Department, Electronics Park, Syracuse, New York 


7 9 . , P ~~ id -E N * f 
@ Complete with record player and “stage” for G Tusa Gou can pul your vonfedence aid 


phonic and a comparison radio. You can switch back and 
forth from G-E Musaphonic to the other radio— proving the 


amazing difference in tone. Doubles as counter display. Order G - N E a] A [ EF LE C T tb | C 
it from your G-E radio distributor today. 
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CHICAGO MARKET 


AMERICAN FURNITURE MART 
JANUARY 4-15, 1954 


Ihe Duchess line ts designed for the competitive 
market. Promotional traffic builders and easy 
step-ups build volume washer sales and generous 


profits. Be sure to see Duchess in Chicago 


THE DUCHESS COMPANY 
FAIRFIELD «+ IOWA 
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COLOR TUBE DATA is subject of corversation between L. R. Smith (left) of Fort 4 
Worth, Tex., and Dan R. Creato of RCA Service (right 


that the helter-skelter training being Rosenberg, Wichita, west-central 
today done by most service men, ona __ retary for the organization 
trial and error basis, was due to con 
fusion through the rapid growth ot + ° 
the industry a First Meeting 
lhe Water Conditioning Founda 

Better Business. ‘lic panning that tion held its first annual sales confe1 

television service 


las been receiving ence recently to discuss progress mad 
way touched on by F. H. Fisher of | by the industry 


the Chicago Better Business Bureau, Members were told that there ar i 
who declared that only used cars ex- an estimated 200 manufacturers in thi 
ceeded the volume of complaints that water softening business, all using 
came in on television service Lack either the ion exchange method or ad 
of training again was his theme, de- ditives. Water conditioning ha 
claring that anybody with a soldering panded rapidly since the advent of 
iron can set himself up and say ‘I  tergents after World War II 
am a television repair man.’ 

Fisher said it was up to the legiti f . 
mate operator to ice employees in Future ) Service 
customer relations \ future trend toward more I 

At the election of officers Frank J ice contracts is definitely indicated 
Moch, Chicago, was reelected presi Mrs. Charlotte Montgomery recent 
dent, John Hamak, Minneapolis, told the New York chapter of: th 
treasurer; J. B. McDowell, Kansas Electrical Women’s Round ‘Tabl 
City, secretary general Bertram Speaking on “Why Mrs. Hon 
Lew s, Rochester, N. Y., is eastern maker ‘Blows a Fuse’’’, Mrs. Mont 
ver, western v.p.; Vincent Lutz, St.  gomery said a small yearly fee would : 
east-central v.p.; Francis Fingado, Den be cheerfully paid if a service man eC 
ver, western v.p., Vincent Lutz, St. the housewife can come to know and 


Lov*s, west-central v.p., and W. A. rely on would be thus guarante: 


Five of a Kind 





At Mo 
PAST PRESIDENTS of the Chicago Electric Association gather for album picture 
following a dinner. Left to right: John McC. Price, Allen-Bradley Co.; Harry Alter, 


Harry Alter Co.; Sam Rosenthal, Hyland Electrical Supply Co.; W. T. Reace 
Commonwealth Edison Co.; and W. O. Bacthelder, G-E, retired 
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RCA’s P US H-B UT T(O\N| TAPE RECORDER 









Here’s the kind of support that makes the 
RCA Tape Recorder your big gift item this year. 


Big point-of-sale support. . . Christmas 
Thi j streamers, counter cards, and a big, bright 
iS year he Santa Claus display. 
Network radio and television support 
€ 4 id ... from Phil Harris and Alice Faye, Dennis 
1], “a =fic cae Day, Your Show of Shows 


Big, national magazine schedule through 
the entire pre-Christmas season. 


Y ‘ Big, co-operative support in the newspapers y 
your customers read. It's BIG support to help 
909 you make the RCA Tape Recorder your BIG 


gift item 





@ RADIO CORPORATION of AMERICA 
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q DRY-R-X 


Clothes Dryer Exhaust 


VENTS 
Help satisfy Dryer Customers 





When your customer fears a fog 


Your clothes dryer prospects have 
heard about moisture, heat and lint 
from their neighbors. They’ll want 
assurance that they will not have this 
problem when you install their dryer, 
80... 





Sell and install DRY-R-X 
The DRY-R-X exhaust unit is the sim- 


ple and economical way to eliminate 
moisture, heat and lint produced by most 
makes of dryers. The DRY-R-X is made 
of non-rusting aluminum and the design 
is completely weather and insect proof. 
Ease of installation with the dryer or by 
the customer makes for a quick extra sale. 











THE DRY-R-X KIT | 


ry-R-X kit contains (A) Weatherproof hood welded 





Finishing plate 





to 6” square mounting plate (B) Counter balanced auto 
matic damper door (C) 12 inches of 3” starting pipe (D) 
for inside wall. Kit lists at about $8.50. 








5525 Code Ave. 





See your supplier or write us stating make and model of dryers 


DRY-R-X COMPANY 


* Minneapolis 10, Minnesota 








COMPLETE KITS FOR 


HOME HAIRCUTS 


e@ ELECTRIC HAIR CLIPPERS 


@ PORTABLE HAIR DRYERS 
e@ POWERFUL VIBRATORS 
e COMBS7 = « SHEARS 


FREE FOLDERS 4 
“How to Cut Hair at Home” 
FREE DISPLAY AND MATS 


The WAHL line of Home Hair 
Cutting products offers excep- 
tional profit passibilities. Com- 
plete kits, individual clippers or 
other products 





All high quality but low priced 
professional type equipment 
Send for full details . no obli- 
gation. 


WRITE FOR DETAILS 


@ = Please send full details on your line of t 
i HMome Mair cutt iT ippe nd ther ! 
i products ] 
4 Name hs 
' Address rl 
" City State : 


WAHL CLIPPER CORP. Sterling, Ill 
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easy way 


to make gas connections 


FOR LAUNDRIES, DRYERS, 
REFRIGERATORS, 
AND OTHERS 










Model ST— 
for pipe connections. 






Vode! CT— with flared 
oint for copper tubing. 


SKINNER-SEAL SADDLE TEE—for mak- 
ing gas and water connections. No pipe 
cutting or threading. Quick. Easy. Cuts 
costs. For gas refrigerators, home laun- 


dries, heaters, etc. Write for circular. 


\pproved by Underwriters’ Laboratories, Inc. 


M.B.SKINNER CO. 


SOUTH BEND, 21, IND., U.S.A 











NEW chairman of the Pacific Zone NAED is William B. Imbholt, right, presi 


‘ Pe 
frory > W Scott 


ent of the Electric Cory f San Franci 


No Full Line Dealerships 


West Coast distributors are told that industry is 
not turning to limited franchising, and that laundry 
sales are running 21 percent better than for 1952 


Will the retail applianee-TV_ busi 


ness resolve itself into a limited group 
of exclusive dealership cach han 
ding the full line of one manufac 
ture! 

Such a trend ms unlikely in the 
face of the problems such a move pre 
cents to both dealers and manutac 


turers, most distributors believed after 
hearing a talk by W. G. Peirce Jr., 
Peirce Phelp Inc.. at the recent Pa 
cic Zone Convention of NAED at 
Coronado, Calif 
lhe imdustry is not going to turn to 
full line dealersiiips, Peirce remarked 
md added that even if it did happen 
it would not be a solution to the in 
dustrv's problem 
Ile pointed out that the establish 
ment of exclusive dealerships would 
necessitate great contraction in_ the 
number of franchises, but such an 
action would be a handicap to the 
marketing of many of the manufa 
turer's product 
It is very questionable whether 
one type of outlet can  satisfactoril 





represent all of the various products 
that might be put out under one brand 
name,” Peirce stated. “Velevision and 
radio sets need a different number of 
dealers than electric ranges. Refriget 
itors need more dealer exposure than 
omplete kitchen cquipment. Smal 
electrical appliances are bought often 
on “mpuls ind need many mor 
pots of exposur 

Other problems. While the idea of 


having one complete line and limited 


franchising docs offer the dealer one 
idvantage (it might clear up many 
of the problems of price cutting in 
stituted by dealers carrving the samc 
brand) it presents other problems 
Peirce pointed out that all full line 
manufacturers have one or two out 
standing products, many mediocre 
ones and some verv bad ones. ‘The 
dealer restricted to the products of on 


manufacturer is prevented from. shat 
ing m the creative daring of the 
maller independent manufacturers 

\ ver optimustic view of the appli 
ince business potential in general, and 


- 
- 
. 
7 
a 
7 
* 
o 
« 
~ 
@ 
2 
ev 
a 
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CHANGES in NAED Pacific zone management were instituted at Coronado 
convention when R. A. Balzari, left, retired from position as executive secretary 
to be replaced by William Jewell, right, former WESCO district manager 
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. 

TALK no future for exclusive dealerships by W. G. Peirce, Jr., center, get 
conarctulations from independent distributor Ray Cox, Los Angeles, at NAED 

7 one nvention, while NAED executive director Charles Pyle looks on 
t juipment market m pal FEI p . 
ticula sented to the distribu romotion 
tors and their guests by another kev ‘Be modem live clectrically” 

+ ) ) 
peane he NAED Pacific Zon the slogan which Edison Electric 
Convention program, Elisha Gray 1 lnistitute will use im five new promo 
} ( 

presid f Whirlpool Corp tienal campaigns for major appliances 


+ 


, 
Stating that ve really never had it 
( 


discounted the possi 


bility of erious recession, Claiming 
that t nanyv im industry are tryin 
t yredict ourselve into a depre 
ion He said that there have been 

nan immings of a recession for so 
nan iths that most businessmen 
have taken te te prepare for th 
blow i thu han duced if 
chan r conn 

Sales Increase. Bringing his opti 
myIsin ¢ to the laundn cquipment 
hel ( ointed out that the 
i] Shel ind dryers are run 
ning recent ahead of 1952. And 
he pointed out, “lest you think that in 
reas is piled up in the spring 
month \ugust and September wet 
the greatest « ord Le predicted 
that th ndustry will be selling b 
1960 n than 3,000,000 automati 
isher r and 1.700.000 drver 


Cal 

Jewell Named. Major changes in 
the organization of the Pacific Zon« 
of NAED took place during the meet 
ing at Coronado. Acceding to the r 
quest of R. A. Balzari to be retired at 


the end of the year, the members of 
the zone elected to his position as se¢ 
retarv of the Pacific Zone, William 
ML. Jewell of Seattle, Wash. Jewell has 
been manager of the Seattle district of 
WESCO since 1943. He is leaving 


WESCO after 38 vears with that firm. 


At the annual elections, William B 
Imholt, president of the Electric Corp 
of San Francisco, was clected chan 
man of the Pacific Zone. Kour mem 


bers were elected to the national 


board of governors: Imholt; S. W. 
Scott, Gravbar, Los Angeles, retiring 
chairman of the zone; Irving Bean 


Bean Electric Co., Seattle; and EK. P 
Siegert, Central Supply Co., Portland 


Cre 


ELECTRICAL 


MERCHANDISING—DECEMBER, 


in 1954 


Lh products to be promoted 
icxt vear are the electric range 
March-April-May; the water heater 
March-April-May; the freezer, May 
June-July-August; the range again in 


September-October- November; and th 
September-October- Novem 


drver im 
} 


lor cach campaign an attractive 
display kit and a consumer folder 
featuring the theme will be produced 
bv EEL. Utilities, manufacturers, deal 
crs, distributors and clectrical league 


will be 


( ttpalgis 


encouraged to conduct local 


using all material avarlabl 


C. J. Prashaw, of NEMA, said “thi 
planned coordination of these eftort 
vith those of other groups assur 


the continued interest of manufac 


turers 

Such coordinated activities 
cannot fail to accomplish the desired 
results: much greater public 


and 


accept 
thy 
wate! 


increased sales for ele 


the 


Hic 
clectric heatei 


other 


tric range, 
mad all the 


appliances.” 


major clectrical 


Halpin Appointed 


Dan D. Halpin, general sales man 
ager of the 'T'V receiver division, Du 


Mont, has been named chairman of 
the sales managers committee of 
RETMA, succeeding William ] 
Dunn. 


Halpin appointed two vice chair 
men to the sales managers committec 


They were E. L. ‘Taylor, sales man 
ier, Stewart-Warner Electric, as 
Western vice chairman; and Arthv 


\. Curric, assistant general sales man 
» 


ager, radio and ‘T'V sales, Sylvania 
castern manager. 
1953 


Flexible! 





cady -to-Use! 


Re 
TERCOM SYSTEMS 


for OFFICES* HOMES * FARMS * FACTORIES 
U/L and CSA Approved * Natural Voice Reproduction 
AC-DC Operatién * Unbreakable Cast Aluminum Housing 





Complete 
MASCO IN 



















MARK SIMPSON MANUFACTURING CO., Inc. 


32-28 49th Street, Long Island City 3, N.Y. 





The First Truck 


Designed to Handle 
HOME FREEZERS 


and All Types of Domestic’ 
Appliances 
Escort’s Model DF-66 Appliance Truck 
was designed to eliminate all problems 
of appliance movers who must move 
everything from oversized home 
freezer units to pianos. 


Five big features including 2 sets of 
6” wheels and the famous roller-bear- 
ing Crowler Tread. 


Write for information and descriptive 
folder. 


Escorb 


STEVENS APPLIANCE TRUCK CO. 
Norton Road P.0.Box 897 Augusta, Ga. 
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DINNER CONVERSATION at NATA’s first profit clinic for appliance dealers of 


the Northwest centers around Wallace Johnston, second from left, president of 


NARDA. Left is Tom Carmichael, Burns and Carmichael, Seattle 
and Mort Farr, 


left are Jim Clark, Raytheon, Seattle; 


On Johnston's 
Upper Darby, Pa 


NATA Clinic Successful 


More than 150 dealers attending the first profit 
clinic in the Northwest hear comprehensive discussions 
on many phases of appliance retailing 


If there’s anything about operating 
an appliance-T'V business profitably 
that is not known by a dealer in the 
Northwest, it’s because he wasn’t in 
attendance at the first annual profit 
clinic of the Northwest Appliance 
and ‘Television Association in Seattle, 
recently 

In one of the most successful first 
events for an association, more than 
150 dealers attended 11 
tween 8 am and 10 pm 

After breakfast the dealers learned 
from NARDA past president Mort 
Karr the importance of improving 
methods of business management; 
ifter lunch they were given a detailed 
inalysis of financing and its relation 
to dealer profits in a talk by NARDA 
president Wallace Johnston; and after 
dinner they heard from Motorola's 
Kip Anger why they should concen 
trate on building active and well 
managed retail salés organizations 

Between these key speakers, the 
attending dealers, representing con 
cerns in greater Seattle, ‘Tacoma, Port 
land and Spokane, witnessed: a forum 
on discount buying; an illustrated talk 
on appliance and TV inventory parts 
control by Phil Umer of Bakersfield, 
Calif.: a view of NARDA’s aims and 
objectives by A. W. Bernsohn, manag- 
ing director of NARDA; a discussion 
of “The Little Things That Count” 
by dealer Al Robertson of Oklahoma 
City; and a panel discussion on the 
obligations of dealers and distributors 
to each other. 

At parallel sessions dealer sales per 
sonnel came in to hear “Nine Ways 
to Close a Sale” by Al Robertson, 
and service personnel were invited tor 
sessions on T'V service and appliance 
service. 

In his talk on “Financing in Re 


events be 
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gard to Dealer Profit’, Wallace Johns 
ton pointed out that the dealer 
should study his own financial condi 
tion and be sure that he has money 
to fall back on for 30-90 days. And 
he should always know where to get 
extra money if he should need it in 
a hurry. To plan for that contingency 
ind to be sure that he is continuing 
in a sound condition, the dealer 
should visit with his banker or finance 
man regularly. 

The relationship of over-all manag 
ment to the prot structure of an 
appliance-I'V_ business received the 
ittention of dealer Mort Farr in an 
address that opened the NATA meet 
ing 

Ihe key to profits in the appliance 
I'V business in spite of conditions 
ind any possible recession will lie in 
the development of aggressive sales 
contended Kip Anger, sales 
training manager for Motorola. He 
said that America has been on a pro 
longed buying spree, and now is the 
time for dealers to take and 
maintain that volume through ef- 
fective selling. 

Admittedly patterned on the long 
successful sales conferences of the 
Bureau of Home Appliances in San 
Diego, the NATA sales clinic achieved 
success on its first try through inten 
sive promotion as well as the com 
mittee’s success in drawing key speak- 
ers from all over the nation 

The committee for the sales clinic 
included NATA president Keith 
Davis, Standard Furniture Co., Seattle; 
Tod Toliver, Seattle Gas Co.; Tom 
Carmichael, Burns & Carmichael, 
Seattle; W. Ward Davison, Davison’s 
Appliances, Seattle; Jim Clark, Ray- 
theon TV; Jim Marx, Zerega Distrib 
uting Co. 


forces, 


Ove! 





Advice in Three Cities 


NARDA representatives and a leading dealer tell 
appliance retailers at regional meetings about basic 
selling and operating a profitable business 


Specialization, the role of utilities, 
some basic rules of selling and a firmer 
grip of business controls were subjects 
discussed recently by NARDA repre- 
sentatives at regional meetings. 

Evan Moon, of Joske’s San Antonio, 
told appliance dealers at Omaha that 
“small retailers as well as larger opera- 
tors can stand up against their com- 
petitors if they will concentrate on a 
few brands, products, and services.” 

Moon said that “concentrated sell- 
ing, plus inspired leadership, plus 
steady goading will result in sales 
multiplied many times beyond your 
present sales volume, and on a profit 
able basis, as well.” 

Utility Role. Addressing the Mis 
souri Valley Electrical Association fall 
sales conference in Kansas City, Mort 
Farr, past NARDA president, madc 
public an analysis of dealer reports on 
utility relationships. 

‘Tangible assistance in merchandis- 
ing as well as general activities, was 
credited to their utilities by more than 
half of a panel of reporting NARDA 
dealers when queried as to their re- 
lationships with dealers,” Farr said. 
He added that more than 60 percent 
of the members reported their local 
utilities were giving them “help ex- 
pected,” and 52 percent said they 
obtained utility assistance with 
merchandising programs. 

Ihe necessity for active selling pro 
grams was outlined by Emerson Dole, 
NARDA director from Wichita, 
Kans., in an address before the ap 
pliance dealers group at Omaha 

Sound Selling. “From 1920 to 1940 
we lived by the rulebook of sound 
selling practices, but then we threw 


the book away,” Dole said. “Now 
we have to return to selling. Instead 


of competing with each other, we 
should unite in competing with other 


industries for our share of the con 


Louisville Rendezvous 


sumer’s dollar. Appliance dealers ar 
at the point where they have to rr 
learn basic rules of selling in order to 
survive.” 

NARDA director Robert Justis told 
the ‘Texas Appliance Dealers As 
sociation at San Antonio that “eas\ 
money isn’t found in the appliance 
business, but money is there if we 
want to work for it.” 

He urged dealers to sell everything 
they buy, sell at a price higher than 
total cost and expenses, spend less 
than profits, and “know how your 
money is invested, what it’s doing, 
and when it is coming back bringing 
more.” 


Wilson Named 


Charles E.. Wilson, former president 
of General Electric, has been named 
chairman of the sponsoring committee 
for Light’s Diamond Jubilee 

lhe committee, to be composed of 
a group of outstanding industrialists, 
will take the leadership in the nation 
wide celebration next vear of the 75th 
anniversary of Edison invention of 
the first practical incandescent lamp. 

Wilson will name the other mem- 
bers of the committee in a few weeks. 


Coolers for Brazil 


Remington Corp. recently shipped 
100 three-quarter ton air conditioners 
to a Brazil distributor—the largest 
single shipment of air coolers to 
Brazil this vear 

“Up until now, air conditioning has 
been considered a luxury in Brazil,” 
said Carlos Mencado, export manager. 
“Due to its climate, Brazil is an ex 
ceptionally large potential market for 
Remington’s export program 8 





NARDA lIéaders who took part in the recent regional meeting at Louisville, Ky., 


gather in the lobby of a hotel between sessions. 


Darby, Pa.; 


Left to right: Mort Farr, Upper 


A. W. Bernsohn, Chicago; Joseph Fleischaker, Louisville; O. C. Kelsall, 


Louisville; and Wallace Johnston, Memphis, president of NARDA. 
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replaces the shallow glance...and pays off big! 





In only 9 seconds a prospective customer can walk thing, instead of just a shallow glance at a few dis- 
right by the average store. The more you can show play-window items. 

him in that 9 seconds, the better your chances of Ask your local Libbey‘Owens’Ford Glass Distrib- 
pulling him in (before he reaches your competition). utor or Dealer to give you an estimate on a Visual 
That's why many alert merchants have put their Front. He can put you in touch with local architects 
whole store on display through an L’‘O-F Visual and contractors who specialize in storefront work, 
Front. They’re giving passersby a deep look at every- And he knows local codes and conditions. 





He has this complete line of storefront materials: 
l. L-O-F Polished Plate Glass. 


2. Thermopane* insulating glass to reduce steam 
TUF-FLEX DOORS 88088 -voxn 


Reb menalenun deploy inn ; and frost on windows in winter. 


3. Tuf-flex* Doors for unobstructed visibility. 


2.0 


1. Golden Plate to reduce fading of displayed mer- 
chandise. 
5. Vitrolite* glass paneling for exterior beauty. 
6. Mirrors of L-O-F Polished Plate Glass to enlarge 
and brighten your store. 
Mail the coupon for your free copy of our booklet on 
Visual Fronts, and for the name of your nearest L-O-F 


supplier. *® 





Libbey-Owens-Ford Glass Co. 
80123 Nicholas Building 
Toledo 3, Ohio 


For a modern VISUA Lo 
IARONT see your nearest 
IGLASS} 


Send me your booklet on Visual Fronts and the name of the nearest L-O-F Distributor 


| 
LIBBEY‘ OWENS:FORD | - 
GLASS DISTRIBUTOR ‘ices (Please Print Plainly) ; 
! 
| 


Address - 


City Zone State — 


ELECTRICAL MERCHANDISING—DECEMBER, 1953 PAGE 165 








| 


A 








SEND FOR 
YOUR COPY 


Soon to be released on the NEW 


reo 


EMERSON | 


Dr 
“eos ELECTRIC 
—— 


ROOM AIR CONDITIONER 


Mention Brochure No. C-9 
THE EMERSON ELECTRIC MFG. CO. 


St. Louis 21, Missouri 


a eeeerrEey te é BG SINCE 189090 








U.S Potent No 2,495.579 Conadian potents 195 other pat 


ORDER HI-LO UHF-VHF TV Spiral-Tenna TODAY! 


’ . 
- 
1540 N Rovenswoed * Chicage 13. Ilinow 





PAGE 


THE NEW 


uso [JHE TE 





Model 
202 U-V 


Peak Performance for Indoor UHF 
and VHF Television Reception 


Now — the nationally advertised, consumer accepted 
HI-LO TV Indoor Spiral-Tenna is applicable for both VHF 
and UHF with our exclusive UHF antenna adapter from 
channels 2-83. But, you still get the volume by selling 


at the same low, low price. at the oame / 


ents pending 


The Hi-Lo UHF antenna adopter is available 
separately for all 
List Price $2.00 


previous HI-LO antennas 


Sold by recognired jobbers 








TV ANTENNA CORP. 
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FUTURE OF TELEVISION is discussed by three industry leader 


ence at Rensselaer Polytechnic Institute 
vice president of General Electric; Dr 
and Charles F. Adams, Jr 


Laboratorie 


Teletronic Age? 
| he Acc ot 


America is now cntcring will mean a 
whole new concept of use ful television 
is applicd to evervday living, accord 
ing to Dr. Allen B. Du Mont, presi 
dent of Du Mont Laboratories 
Speaking to members of the in 
dustrial Rennselacr Pols 
ently, Du Mont 
age would exploit closed 
circuit tclecasting to an extent which 
would commercial ‘TV 
“TI don’t believe there is anv doubt 
that we are on the threshold of a 
new age which will effect tremendous 
in our patterns of thought, 


I'cletronics which 


council at 
Institute re 
said the new 


techni 


Ove rshadow 


changes 


morals, actions, commercial opera 
tions, and evervdav living,” he said 
In coming the new word “tek 


tronics’, Du Mont defined it as svm 
bolizing ‘electronics with visibility,” 
ind said that it has already become a 
potent force 

Du Mont 


ward d 


in our living habits 

recently 
m “Oscar of Industry,” 
he did not there would be 
ny immediate wide-spread swing to 


who Was 
said 


believe 


color television, but that color eventu 
lly would be “integrated wrth oif: 
present black and white broadcasting.” 

Other speakers at the Trov, N. Y., 
industrial mecting were Don G 
Mitchell, president of Svlvania: Ralph 


J. Cordiner. president of General 
electric; and Andrew W. Robertson, 
fina hairman of Westinghouse 
Transistors Used 

Transistors are beimg used succe 
fully by CBS-Columbia in production 
test equipment, it has been reve tiled 
by CBS ofhcial 

hey are used in high-gain, low: 
level voltage amplifiers. together with 
UHEF signal generators and auniliary 
equipment for production testing of 
band pass measurements of UHI 
onverter unit iccording to David 
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at recent nter 
Robert Paxton, executive 
Du Mont, president of Du Mont 
of Raytheon Manufacturing C 


Left to right 


president 


I]. Cogan, president of CBS-Colum 
bia, Inc 

However, the regular us tran 
sistors in television receivers 15 still fat 
in the future, Cogan said, although 
advanced development work along 
these lines is currently underway 
What Next, TV? 

l.xainples of the novel secs. to 
which T'V may be put were demon 
strated recently in a Chicago hotel 


In one case, a ‘TV 


camera was 
desk in’ the 


focused on the clerk’s 

Belden-Stratford hotel. It was con 
nected to ‘T'V sets in visitors’ rooms 
so that they could see any person 


calling them on the lobby telephon 
In another case, a ‘TV camera was 
located in the hotel food shop so 


that guests could see what the chef 
was preparing for dinner thout 


leaving their rooms 


TV Turnabout 


rn 





ACTOR Edward Everett Horton appear 
t the other end of a TV camera, for 
chanae Horton got an insignt into Gen 
tric r r TV rese arc} 

t t fie luring a visit t 
F N. Y. plant Helping Hortor 
t Gibbor lett, and Irw Abr 
ham f the G-E electronic 
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Packard Bell Plant 





MODERN NEW television plant is inaugurated in West Los Angeles by Packard 
Bell. The new facilities for cabinet milling and finishing and milling gives Packard 


Bell the only integrated major TV plant in the country, the firm says. Left to 
right: Robert S. Bell, executive vice president; Roy Hagen, president of the Los 
Angeles Chamber of Commerce; and Herbert A. Bell, president and founder of 


Packard-Bell 


Leshe urged that the television in 
dustry take immediate steps to revers« 
the trend. He said manufacturers, dis 
tributors and dealers have been equally 
guilty, 


TV Under Fire 


Vhe television receiver industry has 
come as Close to complete economic 
ibsurdity as anv industrv could reach 
in a few short vears, 
Paul H. Leshe, ‘TV sales 
General Electric 

‘T know of no 


which an 


according to 
manager for 
other business in 
industry 
completely dedicated to the practice 
of selling the quality 
chandise at the lowest prices and at 
the lowest profit to all 


UHF Boosted 


\ new booklet analvzing the futur 
mer- of UHF television and taking issuc 
with anv idea that UHF is “another 
lM” has been published by American 


entire scems sO 


lowest 


COnNCC red,” 


Leslie said Broadcasting Co 
Speaking to 350 dealers in Detroit, intitled “The P’s and O's of V's 
Leslie said trade sources are constantly and U's,” the booklet has been pre 


service to advertisers, 
encies, and the industry generally 
Subtitle of the report is “A report by 


demanding lower list prices and larger pared as a 


rations of price leader sets; vet, at the 


same time, wholesalers and retailers 


want longer trade margins to make ABC on the growth of UHF as it 
possible more retail price manipulat- takes its place alongside VII to bring 
ng IV to nationwide audiences.’ 


Fine Points of Subscription TV 





FUTURE OF subscription TV i: 


mist Phonevisior ind 


discussed by 
other pay-as-you-see TV 


Philadelphia distributor ind 


econ ideas were subject f ¢ 


meeting of the Television Associatior f Philadelphia. Left to right: Frank Lar 

Stuart Loucheim C jistributors for Zenith in Philadelphia; Harry Doull, Coucheim 

vice president; Dr. Millard C. Faught, economic consu'tant to Zenith: and He t 
dstein, Loucheim 


ELECTRICAL MERCHANDISING—DECEMBER, 1953 








COOL CONSOLE 


A brand new radiant-circu- 
lating heater—for any gas 
—that should sell on sight 
at good profits for dealers. 


Top and sides of this Con- 
sole are always cool enough 
to touch without getting 
burned, while plenty of heat 
is directed through outlets 
in the front. 


This cool feature, the at- 

tractive design and Arm- 
strong high quality work - 
manship make it one of the 
finest unvented circulators 
ever made. 
Body is finished in an attractive 
new shade called “Mocha Tone”. 
26” high, 14” deep. 1612” wide 
for 24,000 B.T.U., 19” wide for 
30,000 B.T.U. A.G.A. Approved. 


ORDER FROM YOUR JOBBER or write 
for literature on full line of Gas and 
Electric Heaters, lroners, etc. 





NOTE—Our new Cabinet Ironer will 
be introduced at American Furniture 


Mart, Chicago, Booth 1763—Jan. 4-15 





WHEN 
T'S AN 


MSTRONG 
DEPEND ON IT! 


IT'S THE BEST 
OF ITS KIND 








Here’s slip-on 
safety that 
shrugs off 
damage... 





You can slip on these sturdy Webb 
canvas jackets in seconds to give your 
appliances clean, modern protection. 
Slingabouts are thickly padded, flan- 
nel-lined and equipped with strong 
handsling for easy moving through 
narrow doors and halls. Slingabouts 
fit all procucts of leading appliance 
makers. You can use Slingabouts re- 





peatedly for years of service and safe 
delivery. 


Ask about Wrapabouts for TV Sets. 


WEBB MANUFACTURING CO., 2918 N. 4th St., Phila. 33, Pa. 
Send Slingabout or Wrapabout prices for Model + 


- Refrigerators 
Make Range 
Name Washer 
Radio 
Addross ’ 
Citv S'ale » specify? 
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Sales and Profits Soar 


Thirteen firms report nine-month sales were 
higher, with five all-time records set, and express opti- 


mism for the final quarter 


Nine-month financial reports by 14 
appliance-radio-1'V manufacturers in 
dicate generally higher sales 
last year and considerable 
mism for the last quartet 

ive of the 
month 


ind profit 
over opti 
firms reported ning 
sales or profits at record high 


levels. There was only one r port of 
1 profit decline over 1952 
Here ‘are short summaries of the 


‘les and profit statements 

Westinghouse. Net sales of $1,163, 
538,000 were the highest for any nin 
months in the company’s history, com 
paring with $1,043,861,000 for the 
same period last year. Net income was 
$53,219,000 

Admiral. Record nine-month sale 
of $189,856.035, a5 
over 


> percent increase 
last year’s volume of $122,134, 
507, were reported by John Huarisa, 
executive vice president. Net earning 
$6,564,848. Huarisa predicted 
new sales record for the entire year 
RCA. An all-time record sales vol 
ume of $609,428,166 for the first nine 
months of 1953, representing a 29 
percent increase over 1952. | 
were $25,152,018 after taxes 
Svivania. A 
record of $2 


( Omlp Tia) 


were 


aming 


new nine-month sales 
24,469,087 enabled the 


to report a net income of 


$7,562,941, 50 percent higher than 
195 It looks like we're going to 
chalk up another record year,” said 


iles manager Bernard Holsinger 
Du Mont. Net sales for the first 40 
weeks were $65,986,000, an 


increas 
of 26 percent over last year. Profit 
ifter tax was $1,910,000. against 
718,000 for the same period last vear 
Motorola Nine-month ale 


Presents for Czechs 







FREF 








{ 4 ae p wie ° 
| > 
FOUR OF FORTY new Speed-Queen 


behind the lron Curtain are 


 STEREKE 
: 40 FS; peed, Ceecer WASHERS 


BEHIND 
- 
Chap OE i core Swi ae m NamBORX 
PFO CZECHD ea CUSTEM. BORD 


washing 


a 


mounted to $158,603,127, an in 


crease of 48 percent over last vear 


Earnings were $6,176,837 as com 
pared to $4,079,262 for the same 
time in 1952 

General Electric. Nine-month sal 
et a new record of $2,341,048,000 
with net earnings rising to $116,386 
000. President Cordiner expects con 
tinued good sales volume 

Schick. Nine-month iles totaled 
514,551,284, an increase of 41 per 
cent over last vear. Indications are that 
last quarter sales will be higher and 
enable Schick to rack up its best vear 
financially, president Chester Gifford 
lid 


White Sewing Machine Corp. Fis 
vear ended September 30 showed a net 
profit of $625,159, as a 20,168 
last vear 

Maytag. Nine-month sale were 
$66,098,776 for a net profit of $4,875 
$46. Both sales and profits higher 
than for the same period of 1952 

Stromberg-Carlson. Nine-month 
$46,398,402, an increase of 
+8 percent over last vear. Net earnings 
mounted to $1,328,391, an 


rainst $32 


sales wert 


increase 
of 70 percent over last veat 

Eureka Williams. Net carnings after 
taxe for the first nine months wer 


$339.67 
for the same period last vear 

In addition Emerson Radio and 
Phonograph Corp. reported the com 
pany enjoved the highest fiscal y 
history ending October 31 
vere not Onl 
decline was Hoover, 
than halt 
first nine 


as compared with $303,877 


ir in 
higure 
given hrm to report a 
with net earnings 
i million dolla 


months 


down more 
for the 





FOR VSE BY 
VING CZECHOSLOVAKIANS 


THE |RON SUaTAIM 





machines scheduled for delivery 


shown ready for loading. The gift idea grew out of a 


news item which told of Czech workers who were arrested by the Reds for trying 


to make washing mochines out of 


odd 


machine parts. Delivery behind Iron 


Curtain is guaranteed by the National Committee for a Free Europe 
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A Lot of Radios 





ADMIRING the four millionth table model radio produced by Arvin are 





+. Bay 


merchan 


lising manager Elmer Jorgensen, left, and general sales manager Pau! W. Tanner 


First of this type radio was 


number of model changes since then 


Changing Markets 


“It is the discretionary power of 
the consumer to choose what he wants 
that is the most important thing to 


recognize in selling today.” 


Those are the William 


words of 


\. Blees, vice president-sales, Avco 
Manufacturing Corp., who recently 
iddressed the 25th annual Boston 


Distribution 

the past 15 years the 
ippliance dealer has had to expand 
from a capitalization of $3,000 and 
in inventory of three different major 
ippliances to a department-type storé 
with a capitalization ten times as high 


Conference on 
Blees said in 


“Those merchants who run thei 
businesses efficiently and are good 
citizens in the community are the 


he corm lud d 


Back in the Fold 


After an ll-vea 
ficld, Westin 


ones who will succeed,” 


from the 
month off 


absence 


thouse last 


cially climbed back on the room ait 
onditioner band-wagon by introduc 
ing a five-model line of units at the 


All Industrv Refrigeration & Air Con 
ditioning Exposition in Cleveland 
lhe company also announced a new 


dehumidifier which doubles as a space 


heater after the humid season has 
passed 
Hi Fi Recorder 

Early in July Webcor introduced 
it NMusicale high-fidelity phono 
ry ph 

I'ncouraged by the almost instant 
uceess of that unit (the company has 
been trving to keep up with orders 
ever since) Webcor last month intro 
duced a new high fidelity tape re 
order. The new unit employs the 
ime three-speaker system used in the 
Musical 


Webcor obviously has big plans for 
the new recorder. The company fig 
ures it has been producing 40 percent 
of all tape recorders during 1952 and 


the first halt of 1953. Now, savs vice- 
president Norman Owen, this per 
DECEMBER, 


produced in 


1938, with the radio going througt 


centage 1s sub 
tantially.” 

Sales of the Musicale and of th« 
company’s record players used in high 
fidelity applications were singled out 


tor special mention by president R. | 


expected to increase 


Blash in announcing that the firm’s 
nine month sales were 67 percent 
higher than for the same period last 
veal 


Forecast for ‘54 


Next year’s sales of room air condi 
tioners will be 1,500,000 units—almost 
equal those of the entire eight years 
since the room air conditioner in 
dustry went into volume production 
after World War II. 

That is the prediction of Bernard 
\. Mitchell, president of the Mitchel! 
Manufacturing Co. He made the for 
cast at a compam sales meeting r 
cently 

Mitchell said a_ statistical studs 
compiled by his company shows that 
room air conditioners are not only 
the fastest growing sales item in the 
ippliance field, but that in 
terms of the potential sales market, 
no other major appliance is 


clos 


hom«e 


even 


Rosy Future 


Sales of high fidelity sets 
ment will skyrocket 
and 300-million dollars in 
result of increasing 
cording to Henry G 


and equip 
to between 200 
1954 as a 
public interest, a 
Baker, vice pre 


dent of RCA 

“Tf our industry is alert to this great 
demand for enjoyment of the finest 
musical reception, I think it will b 


ible, by the end of next vear, 
high fidelity equipment in from fiv 
to ten times as 
have it,” he said 

Speaking at a hi fi press sy 
Baker said “we are convinced this is 
no passing fad.” He said he believed 
it was spurred on by more mature 
musical tastes by the American people 

Baker said he expects sales of hi fi 
components alone to reach $70,000, 
000 this vear. 


to put 


many hom 


now 


mposium, 
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Paper Promotion 

\ “paper-bag” 
off in freezer sales for Farnham Ele 
tric Co., Amana dealer in the farming 
irca of McMinnville, Ore 

l‘arnham supplied eight leading gro 
cery stores with 10,000 Amana-im 
srinted grocery bags. Copy on the 
nags Offered the Amana Frozen Food 
ook Book free to women who came 
to karnham for a 
tion 

He r¢ 
ham 


freezer demonstra 


’s the war 
manage! 


Jack Walker, Farn 


totes up the results 


Six of 200 women who came to claim 
the ook book have bought Amana 
freez¢ htt, th ire regarded 
. prosp¢ t nd most ot the 
women who to the tore had 
never been there befor 
Walker said h xpects to sell 30 
C7 is a result of the promotion 
Deta vel d out with a 
carby printing company and the Lou 


Johnson ¢ 
Seattle. Or 


Amana distributor in 


Guessing Game 
\ soft-drink gue 


} 


ssing~contest lia 
I described ‘the most succ« 
ful promotion we've ever used” bi 


Hopkins 
tributor 


Equipment Co., 
r im Atlanta, G 

From 400 to 1,600 
egist red it ¢ ich ot the 
pating deale: They 
drink then guessed 


Norge di 


contestant 
partici 
sott 
number of 


15 
sampled a 
the 


oft drink bottle tacked in a Norge 
refrigerator 

Fach winne eceived the Norg« 
apphance of his choice plus i month 

pply of soft drink. Runners-up won 
a $2 bank heck to apply on thi 
purchase of any Norge appliance 

In tering, the contestants listed 
the Norge appliance wanted as a priz 
Deal used the entry blanks fe 
sa 


THE ENTIRE sales organization of Dale Distributing Company of New Yor! 


promotion is paving 


Big Chief 


INDIAN CHIEF 
HEAD DRESS 





BUDDY THORPE, son of famed 
ithlete Jim Thorpe, demonstrates 
headdresses available free tc 


Indian 
Indian 
youngsters 
it Sylvania dealers as part of Sylvania’s 
jamboree Left is 
Beat the Clock” 

program emcee 


Roxanne of 
TV program, and right 
Bud Col 


New G-E Region 


hostess 


A new five-state Great Lakes region 
has been established by General Ele 
tric Co.’s major appliance division, it 
has been announced 

Llovd G. Hertzler took over as 
manager of the division November | 
His office will be \pphiance Park 
Louisville, headquarters of the divi 
10n 


Hl. A. Warren, division manage 


of distribution, said the new region 
includes the states of Indiana, Ken 
tucky, Michigan, Ohio, and West Vir 


rinia; the Buffalo area of New York; 
ind the Pittsburgh and Erie areas of 
Pennsvivania 





yer 

yuests of the Whirlpool Corporation recently at a dinner during which Whirl! 

pool’s nationwide ‘‘World Series’’ contest award was tendered. Representing Dale 
the recipient is W. R. Light (right 


ceived the award from Whirlpool 
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vice president in charge of sales, as he re 
s eastern district manager, 


Paul LaRoche 
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ter rr 


COLE-SEWELL ENGINEERING CO 


2288 UNIVERSITY AVENUE . ST. PAUL 14, MINNESOTA 








Easy opening sections 

for sheet changes. t t 
Ever Ready Catalog Holders 
keep catalog data at correct 
reading angle with both 
hands free, They can be used 
on sales counters, buyer's 
desks and in warehouses for 
quick reference, Dozens of 
other uses, 





AVAL 


4 i. 










No. 12 completely filled with 


ten additional sections. 








No. 12 


Customer's Side 


Save Time e 


Temper ¢ Money! 


Ever have the experience of 
catalog for a w 


searching 


fora 
and find it 


ailing customer 





was like looking for “a needle in a hay 
tack’’’ Most likely you were able » find 
it easily at a later date her ou 
were hunting for another cata Ever 
Ready Catalog Holders keep every catalog 
heet instantly available and in place, Each 
ection holds one inch of punched sheets 
Keeps them in place makes them in 
tantly removable without distur g 
balance, ONLY $5.65 Starts You Off 
Order Additional Sections As You Need 


Clerk's Side Them! 

TONNES Se EG, es eh aN 

Geneva Mfg. Co., 420 Stevens St., 
Gentlemen: Please ship me: 


Geneva, Ill. 


with copa "y for 24 sections. Pr 


No. 12 EVER READY Holder. 15 in. wide 
n. deep, 5'/2 in. tilt. Sturdy steel, dark Company 
| yreen baked ename|. Capacity, | 2 sectior 
| With wings and 2 sections: $5.65 Ea Att. of 
| No. 24 like N 2 but 30 in, wide and 
ed with Address 
two sectic $8.50 each 
Add'l Sections, $1.00 Ea City State 
NOTE: Types o f punching ——- Kalamazoo ost (1), Ring Binder 3-post { 





Money Back Guarantee! 
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Sylvania Electric Products, Inc. 


New Positions 





Hoover Company Amana Refrigeration, Inc. 





ARTHUR A. CURRIE 





JOHN SUOR 


Recent executive appomtments in 
clude those of Arthur A. Currie as 
sales manager for radio and television, 
and John Suor to the post of sales 
manager in charge of contract and 
special ‘sales. At the same time Rob 
ert L. Shaw was named as radio field 


sales manager for the firm 


Raytheon Manufacturing Co. 


. 2 oii 





DONALD LEROY 


Donald LeRoy has been appointed to 
the post of advertising manager. L« 
Roy had previously been advertising 
and sales promotion manager for the 
\. O. Smith Corporation's Permaglas 
Division 

Other of the recent executive ap 
pointments include those of William 
C. Brown and William T. Welsh as 
ussistant vice presidents of the firm, 
and Francis D. Edes as administrative 
assistant to Henry I. Argento 
president and ‘general manager of the 
company’s radio and 
sion in Chicago 


Vice 


television § divi 
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WALTER A. MUNZ 


Promotion of Walter 
general sales manager of the Hoove: 
Company has been announced. Munz 
who is currently field sales manager 
will take over the duties of his new 
post on January 1, 1954. Another 
recent appointee is Eleanor Delany 
as home economist in the Hoover 
Hlome Institute 


A. Munz to 


SARA E. WALLS 


Appointment of Sara } 
home 


W alls as 
economics director for Amana 
has been announced. In her new posi 
tion Mrs. Walls will be responsible 
for developing Amana’s program of 
developing and testing freezing tech 
niques. In a regional appointment 
Preston Cherry eastern rc 
gional sales manager for the firm. 


becomes 





Capehart-Farnsworth Co. 





RAY BREWSTER 


Rav Brewster has been elected a 
commercial vice pre sident of the Cape 
hart-Farnsworth Corporation with re 
ponsibility for 
ft the 


technical 


ill commercial plan 
firm’ 
products 


and 
divisions An 
nouncement has also been 


the appointment of FE. W 


ning ¢ 


consumect 


made ot 
Gaughan 





E. W. GAUGHAN 


as general sales manager of the con 
pany’s consumer products division, in 
which post he will direct Capehart’s 
television and radio sales activity. In 
1 regional appointment Robert ‘I 
Shreve joins the firm as manager in 
the Fort Wayne of the 


comp 111 


sales region 





Hotpoint Company 
Irances M. Michael, field 


economist in the Great Lakes 
for the firm, has been appointed super 


hon 
ATCA 


visor of training and promotional pro 
grams for the Hotpoint Institute 


Silex Company 
\ppointment of James M. Ander 


son as regional sales manager in the 
midwest area for both the Silex Com 
pany and its subsidiary Chicago Ele« 
tric division has been announced 


Hoffman Radio Corp. 


In a regional appointment, Darrel 
Awalt has appointed to the 
newly created post of dealer manager 
in the company’s Missouri and cast 
em Kansas sales district 


been 


John Oster Mfg. Co. 


The company has 
ippointment of 


announced the 
Alfred B. Kinney as 
ficld sales representative with a terri 
tory composed of the states of Mary 
land, Delaware and Washington, D.C 


DECEMBER, 
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NEAL E. SCHUMAN 





FRANK A. MITCHELL 


I'wo changes in top level manage 
ment of the appliance sales division 
have been announced. Neal E. Schu 
man has been appointed field sales 
manager of the division and Frank 
A. Mitchell named as general 
product manager. Both titles are new 
in the Servel organization. 


was 


US Air Conditioning Corp. 


ee 





WALTER R. MURRAY 


Walter R. Murray has been named 
promotion manager for the 
manager, and Fred Yahn manager of 
the contractor department for the cen 
tral division 


sak S 


Thor Corporation 


Three appointments within the 
sales department have been an 
nounced. C. D. DuBois becomes na- 


tional account sales manager; Paul 
Chalfant, western divisional _ sales 


manager, and red Yahn manager of 
central division contractor department 


MERCHANDISING 








Domestic Sewing Machine 
Company, Inc. 


White Sewing Machine 
Corporation 





EUGENE R. FRELING 


eugene R. Freling has been named 
ales manager for Domestic, succeed 
ing C. A. Lange, the company’s execu 
tive VI president 


Eureka Williams Corp. 


[he appointment of H. J. Mitchell 
is assistant to A. L. McCarthy, execu 
tive vice president of the firm has 
heen announced. Regional appoint 
ments include George IF. O’Brien as 
eastern sales manager, and Harold 
Hansen as field sales representativs 


SYDNEY A. SMALL 





DOMINIC A. KIRANE 


for northern Ilhmois and Indiana 
White Sewing Machine Corpora- 
‘ tion has announced appointment of 
CBS-Columbia, Inc. Svdney A. Small to assume charge of 
the company’s wholesale distribution 







> 


BEN Z. KAPLAN 


B i. aa plan has been promoted 


operations, 


while Dominic A. Kiranc 


has assumed the post of sales promo 
tion manager 


Quiet Heet Mfg. Corp. 





t ordinator of national sales a 
ra to a recent announcement 
In the newly created post Kaplan wil 
ordinat ll of the company's na 
tion | promoti nal activiti JOHN D. SMALL 
John D. Small, former U.S. Muni 
Maytag Company tions board chairman has been elected 
} executive vice president and a director 
\ppomtment of three assistant 4¢ Ouict Hect Mfg. Corp., a subsidiary 
— h a im tn Cincimnath of 4 merson Radio and Phonograph 
Chicago and Kansa un omnces Corp Small was most recently vice 
the Maytag Company have been it president of Pressed Steel Car Co 
minced. Named to the newly create : 
| VCT( Joc R \ ill 3 ( hi 
Sn an to Screce, Cinceaeet:; Gaeeer aaeearee Cn 
} irt ngtish sa it 


'p} 


Manitowoc Equipment Works 


mnounced the 
Vernon Phillips 


manager of department 


Phe company ha: 
pomtment of C 


store sales 


the major appliance division. 
George W. Clausen has been ap Other activity includes appointment 
inted district sales manager for the of a new district sales manager, G. S 
mpany with a territorv covering th Perkins, in Los Angeles, Cal., and 
tates of California \rizon md == reactivation of the Houston, Texa 
Nevada iles district 
ELECTRICAL MERCHANDISING—DECEMBER, 1953 





iT TO YOUR CUSTOMERS 











ET, 


to STOCK - DISPLAY: SELL 


RETAIL 


$19.95 


Dutro 
WV=-TRUCh 


— 


SHORT ENOUGH TO STAND 
UPRIGHT IN PANEL DELIVERY 
WITH SET STRAPPED TO IT! 


Only 48” high! 15 ft. strap $4 





with cinching ratchet, 





Model 704TY 
r 
J Welded tub. 
lar construe- 
lion, Hand. 
holds where 
you need 


them. Tailgate 
ty. Durable 
grey 
ring rubber on 
face of truck. 
Models with 
or withou 

ratchet oo 

stair-roller as 
sembly. In use 

for over 8 
years, 





Write for literature and name 
of nearest jobber 
Dutro.Company 
110 Adeliné - Oakland, Calif 


JOBBER INQUIRIES INVITED 
ATTRACTIVE FREIGHT ALLOWANCES 





notch for safe- ‘ 


ENTERPRISE 
home aich 
ICE CREAM FREEZER 













eae Same 
*" Guaranteed by» 
Good Housshooping 


£0r 45 aoveaistd wan 


U. L. Approved 


Completely automatic. Works efficiently in 
any electric refrigerator. Easy to clean. Eco- 
nomical to use. 


NO SALT-NOICE-NO MESSI 


Stock enough Enterprise " Home-Aid"™ Ice 
ue, Cream Freezers to meet your customers’ per- 
ponel as well as Christmas-giving demands. 


ORDER THE 
ALL-NEW 
1954 


Don't lose profits on trade-ins. 
them the BLUE BOOK value. If gives 
you room to trade up and still make 
a FAIR PROFIT. Use the BLUE BOOK 
on all your trade-in sales, The “Look 
At The Market & How To Sell Trade- 
Ins'’ makes it an even more valuable 
SALES TOOL. 


GET A COPY FOR 
EACH SALESMAN 


Show 


Single copy, $5 
2-5 copies @ $3.50 each 


NATIONAL APPLIANCE TRADE-IN 
GUIDE COMPANY 





| DEPT.M = 2132 FORDEM AVENUE | 
eth MADISON 1, WISCONSIN 
| Send ( ) copies of the 1954 tv |] 
| BLUE BOOK at $ each, l 
SUIT ‘didinausticedencuiieduiideieemistidicnselcesiateaasd : 
| 0 ere 25 | 
| | 
| City .. Zone ...... BMD co cctscta spices | 
| |_Enclosed is ( _) check ( 


) money order ' 
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Fort, SPORTS CAMPING 















FOCAL-RAY 





Focal adjust- 
ment. Throws 
powerful spot beam 





or floodlight by curn 





ing lenshead 
Pivot base — 
put 
at ANY angle 


Plast 







light stays 





handle 


eS ELECTRIC 


LANTERNS are designed to 
meet the wide, profitable 
Sports, Motoring, and Farm 
Market. Nationally Adver- 


Lantern Catalog. 


Write for Empire 


The 





METAL WARE CORPORATION, Two Rivers, 








Beams .. 
Blinks AND 
¥ Beams! Twin Switches. 
@ Red flasher cau- 

tions traffic, while 
“ side spot beam 
& provides pow 

m erful service 
light. Pivor 
Base 





$6.25 






Turn night 
into day! Twin 
lights —— extra 
brilliant side 
light with wop 
flaod light 
Pivot base 
spots light 
up or down 


$4.75 














on every 
delivery 


SLIDES UPSTAIRS 





A r 
(7s 
DOWNSTAIRS 


ae 


im Ane OUT OF 
iJ s 





iy 
\! 
TRUCK 


jg 
WITH THE PANIES, 
APPLIANCE TRUCK 


Send one 
man 
instead 
of two 













SAVE THE COST OF AN EXTRA MAN 
by using an Easload Truok. It 
balances the load slides up or 
down stairs or in and out of trucks 
Has belt and ratchet type cincher 





Rubber pads protect finish. Large load balancing 
wheels (10x2 


75 cushion tires) have two positions 

controlled by foot pedal 

lock. Note two small 

wheels at toe of truck 

Save on deliveries; 

order an Easload 
today! only 







POR Los Angeles 


& SUPPLY CO 


Calif 


COLSON EQuipMENT 


w Street + los 


Ange 
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$53.50 | 


4. -? 
iT BALANCES THE LOAD 


| ’ 


t “ad 4 / fr. aad 


CORD SETS 


APPROVED 
CORD 
SETS 


The illustrated three- 
conductor heavy duty 
power cord set, with 
detachable ground 
jack, is typical of our 
complete LINE of UL 
approved cord sets 


We specialize in power cables, 
harnesses and custom assem- 
blies to government specifica- 
tions. 





Write for brochure! 


“Nationel distributors and warehouse 
for ANACONDA densheath television 
and radio wires and cables” 


, * 
. 


A > ~ 


& SUPPLY 


Pork Rood + 


WIRE C 


Chicago | 

























THe 


aus 
8 


i ad MOTORING 
ELECTRIC LANTERNS 


SAFEWAY 
Travelite 
No. 958 





Appliance & Electronics Div., 
Avco Mfg. Corp. 





JAMES W. RILEY 


James W. Riley has been named to 

post of sales manager for hom« 
freezers, ranges and water heater 
Riley las been with the Bendix divi 
of the company 1952 a 
iles manager of the 


the 


1oOn since 


freezer division 


Remington Corporation 


Ihe appointment of Louis | 
White and Fred A. Weber as district 
iles managers for the company’s ait 
onditionmg division has been an 
nounced, White will cover the Albany 
l'roy trading area and six New Eng 
land states, while Weber will be in 
harge of the metropolitan New York 
trading ind New 


irea Jersey 


DISTRIBUTOR NEWS 





Graybar Electric Co. 


Graybar has announced the open 
ing of two new branches in its nation 
wide distribution chain. One of thx 
new branches is located in Abilen 
Texas, with E.. L. Preston as manager, 
and a second branch is in Springfield 
H., with Harn 


? 
Bry on manager 


CBS-Columbia, Inc. 


Fred Okon has been named adver 
tising and promotion manager of 
CBS-Columbia Distributors, Inc., New 
York factory distribution for 
CBS-Columbia, Inc 


branch 


Admiral Distributors, Inc. 


Admiral Distributors, Inc., Jackson- 


ville, Fla., division has been estab 
lished to handle sales and_ service 
of Admiral products in the northern 
l‘lorida territory Charles B. Birch- 


wood will be general manager at the 
new branch 


Motorola-New York 


Announcement has been made of 
1 new marketing policy hy Motorola- 
New York. Henceforth the distributor 
will confine its efforts to distribution 
of the company’s own electronic con 


DECEMBER, 





Westinghouse Electric 
Corporation 





J. F. WALSH 


Shifts in executive responsibility in 
the company’s radio and television di 


vision in Metuchen, N. J 


inmounced 


have b ch 
Named as marketing man 
cr was J. I’. Walsh, former division 
sales manager. R. L. Sandefur has 
been appointed as division sales man 
wer, while R. J. McCusker, former as 
has 


sale S 


sistant manager, been ap 
pointed radio sales manager. Also 
appointed were A. H. Kuttruff as di- 
vision service manager, and Henry D 
Clark as sales training manager 
Nesco, Inc. 

Vince Anson has been made man 


iger of the company’s central sales r 
gion while Llovd Davidson takes over 


manager of the eastern region 


Wine! produ t Motorola currently 
distributes International Harvester 
ind Hamilton home appliances. Dis 
tribution of these latter products will 
be terminated 


Westinghouse Electric 
Supply Co. 


Announcement has been made of 
the merger of the southeastern and 
Carolinas sales districts into a new 


WESCO consumer products south 


eastern region. The move will pro 
vide these districts with closer man 
wement direction and help 
Electrical and Mechanical 
Supply Co., Inc. 

\ $300,000 warehous« dl play 


room and office building is being con 
structed by Electrical and Mechanical 
Supply Co., Inc., in El Paso, Texas, 
the firm is to become head- 
quarters for distribution of Republic 
Steel Kitchens in the El] Paso area 
and a portion of New Mexico. ‘The 
firm has additional branches in 
Odessa, Texas and Roswell, New 
Mexico. Frank Coons, has been ap- 
pointed to head a staff which will 
specialize in kitchen sales, and plan- 
ning and installation upon comple- 
tion of the new quarters 


where 
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“Thee grateful people say: 


We're HERE has 
because you were THERE I” 


Each one of these people is alive today because some- 
one gave blood. 


If you've given blood before, you know how easy it is 
—how quick and painless. And you know what a 
wonderful feeling it is when you realize that what you've 
done may give another person his life. 


Communist machine-gun fire dropped him In 


combat. But whole blood kept him alive, saw 


him through the hospital. He thanks you for 
his life. 


Now you are asked to give blood . . . again and again. 
And you can do it safely every 3 months. 


Because America’s need for blood has increased 
enormously—for our armed forces, for accident and 
disaster victims at home, for new disease-fighting serums. 


Many a life hangs in the balance! Will you help? 
Call your Red Cross, Armed Forces or Community 
Blood Donor Center today! 


BUSINESS EXECUTIVES 
CHECK THESE QUESTIONS 





If you can answer “yes” to most of them, you--and your company— 
are doing a needed job for the National Blood Program. 


She'd been exposed . ner HAVE YOU GIVEN YOUR EM- 
C ve fp pig “ uesyieer tes C) rovers TIME OFF TO MAKE 
umma Glot made from | 


C i, helped BLOOD DONATIONS? 

ward ff the dread disease. she thanks you 

tS ep HAS YOUR COMPANY GIVEN 

: ANY RECOGNITION TO 
DONORS? 
DO YOU HAVE A BLOOD 
DONOR HONOR ROLLIN YOUR 
COMPANY? 


HAVE YOU ARRANGED TO HAVE 
A BLOODMOBILE MAKE REGU- 
LAR VISITS? 


HAS YOUR MANAGEMENT EN- 

DORSED THE LOCAL BLOOD 
DONOR PROGRAM? 
HAVE YOU INFORMED EM- 
PLOYEES OF YOURCOMPANY’S 
PLAN OF CO-OPERATION? 
WAS THIS INFORMATION 
GIVEN THROUGH PLANT BUL- 
LETIN OR HOUSE MAGAZINE? 


HAVE YOU CONDUCTED A 
DONOR PLEDGE CAMPAIGN IN 
YOUR COMPANY? 


HAVE YOU SET UP A LIST OF 
VOLUNTEERS SO THAT EFFI 
CIENT PLANS CAN BE MADE 
FOR SCHEDULING DONORS? 
Remember, as long as a single pint of blood may mean the difference 
between life and death for any American ..the need for blood is urgent! 





NATIONAL BLOOD PROGRAM 


A tornado whipped suddenly across her home 
town. She was badly red by falling debris. 
But a quick perat , several transfusions 


pulled her through. She thanks you for her life, 
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GIVE 
BLOOD 


.. give it again and again 
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SEARCHLIGHT SECTION MERCHANDISING 


Cla fied Advert 





Ese sate “OPPORTUNITIES” tment SUPPLEMENT 


Products, Services — For More Sales, For More Profits 











RATES: DISPLAYED INDIVIDUAL SPACES with bor- 
UNDISPLAYED der rules for prominent on ts 6 gl Sh age ayes 
‘ The advertising rate is $11.75 r inch for a : . 
$1.80 a line, minimum 3 lines. To figure advance advertising vn Baal on other ren & contract UNDISPLAYED RATE: DISPLAYED RATE: 
pcou NT of Lo tT in basis. Contract rates quoted on request. $2.25 per line per insertion, Minimum 3 line £10.50 per ineh per insertion. Contract rate 
advance for 4 oonses rutive insertions. AN ADVERTISING INCH is measured ~ ver boi +s ag itt spe Meese a ‘i Bodine equest ‘(An advertising inch is measured 
1 Op- tically on a column—4 columns—48 inches to a of a line count as line iscount of . : 
portunity wanted indisDlaved advertising Pate ta page. NEW ADVERTISEMENTS Adirem N. 10% if tull payment is made in advance for vertically %” on one column There are 
half of above rate, payable in advance. Office, 330 te 42nd St., N. Y. 34, Y., for 4 consecutive insertions of undixplayed ad columns—48 inches to a page.) 
ROX NUMB ‘ERS Count as 1 line. January Is closing December 14th 














CUT delivery time, SAVE 


ae iy 
ame ; y ——— unnecessary damage and work 
e with the YEATS APPLIANCE DOLLY 


E Second story deliveries are no problem when you 
a use the dolly with the easy-does-it features.” 
30 000 . : ‘ Aluminum alloy frame, 58” tall, has smooth run- 
. 4 * f ners on back for easy off-on truck loading, curved 
. “nf gs J cross members in front for round appliances and is 
) rm padded with felt. 


Our company is a well-known and highly-regarded manu- *14’ Web strap fastens appliances tight with Let 





facturer of major appliances. Sales are in excess of $50,000,000 Aa: the patented (30 second action) trap ratchet “ 
and we are located in a desirable mid-western city. Md ani a Vout pone . 

The man we are seeking will be a member of our top man- ee ele ake aoe ee ae 
agement team and will report directly to the President. He i LA ii merring. Write fer tell intermation. 
will be responsible for all research, design and development / 
activities. 





He should be an experienced Chief Engineer in such fields 


as major or table appliances, television, heating or similar Roll ‘em with ROLL-OR-KARI Modern Appliance Displays 
products. Preferred age is 38 to 48 years. DUAL TRUCKS Need a MOTION! 


Replies may be brief, should include home telephone and 











t The safe, easy and The Acts 
current — and will be treated in strict confidence. P| meer quick way to han- pint ec 
P-9722, E rical Merchandising, 330 W. 42 St., New York 36, N. ¥ ‘Fo SL’ die appliances To Boost to: ‘Sho 
‘ -———|->§ Patented Step-On Your Sales! 
Lift — Retractable awe at 











THE OLDEST NAME in turntables assures you 


MOTOR EXCHANGE SERVICE ‘ 7 om Oe profitable, trouble-free operation. Used by 


y , el ial ' t merchants nationwide for unusual action dis- 

our yurn ou an vacuum cleaner motors com- ‘. " 
+ Bog th REGULAR MODEL equipped with tixed wheels. plays. Model 712 ROTO-SHO illustrated, re- 

letely rebuilt anteed quipp ee 

wa  ° €t nna oe WANTED DE LUXE MODEL with swivel wheels at one end volves 3 times a minute, permits novel, self 
1000 Rebuilt vacuum cleaners $9.50 up contained nese effects as well as operation 
Rebuilt Tank Vacuums $19.50 Up Write Dept. B Pn ge — , Table 18" ———_ 
‘ on turdy steel construction. Guaran 
DEALERS’ VACUUM CLEANER CO. * * R oO LL = o R a 34 A R £ C oO teed Write today for complete turntable 
140 Nostrand Ave Brooklyn 5, N. Y. istrict ° catalog including build-up fixtures! 


Parts For All Makes 















Manufacturers ZUMBROTA, MINNESOTA 


NEW PRODUCT WANTED) | Sales Manager | BicmadeVeicn 





Carries up 
to 200 ite 
Lights turn 
with table. We aiso 
roduce midcet 
vractional H.P. etre 
tric motors, electric 
motors and Christ 








mas ree turners 
24 hour delivery 
from stock 


tion, and personal contact with all dis 
tributors and manufacturers of major 

















laundry appliances east of the Mississippi. Several choice territories available on 4 KASSON DIE & MOTOR CORP 
Write: j : Monthly display service Formerly Generel Died { Integrity 
BO-9827, cal Merchandising factory representative basis to sell Ntbet “ Stamping ( satin 
N. Michigan Ave., Chicago 11, II! ‘ for utilities and accredited Dept. ¢. 287 Mott St., 1919 
Nationally Known home laundry equip- dent Tri tK D New York 12, N. 
ealers. irims sen , A 
ment. Territories available in South- r °F 
Canadiz anizat terested tact : : . - “a 
manufacturers of Electrical Appliances (Mostly wes attractive and inexpensive. ‘ MEND-IT SLEEVE 
small appliances Also manufacturers of Radio west. Pacific N.W., Mid-West. New pats} ‘a eo Permanently repairs broke 
and Television sets, and of Room Air Conditioning Sent for folder B today. mel od - or ric appliar soe an 
Units who are interested in selling to the Canadian England and Florida. me us rial equipment plices 
Market. Our contacts are Electrical Depts. (Major " ae ~ inition wire. ad ait elma 
and small appliances) of Dept. Stores, Chain and Price Advertisin Dis la $ Made in & sizes 2 
Wholesalers if ’ t to take o ‘ F : Tim 
new business the velume can be large. Commission Submit resume of experience, lines and Senten. 1 aa play Wate Fested -Surcesgtut Economica! 
only ; Insert widen ends 
oe Oer 1» mientras territory you now cover. Personal in- anto " 10 pee aee J Crimp MEND- IT SLEEVE ™ 
12 St ew Y ¢ eht with pliers 


136 Bonita Av., Pledmont Pe Con 














terviews conducied during January Mar- 











ket in Chicago. All replies held strictly 
IF confidential. This 
there is anything St a ee 
you wont... MERCHANDISING 


that other readers 


; REPLIES (Box No.): Address to office nearest you SUPPLE 
of this paper NEW VORK: 330 W. 42nd St. (36) for Sate and Easy Handling 












































can supply CHUAN PRANCINCO: 68 Post Bt, (4) SF Campi, Reliiaaraere, 
e Conditioning Units, 
Radio, Telev 
“ POSITION VACANT Section ond Wiedew Cooling Units 
DEALER CONTACT Man with wholesale ex SELF-LIFTING PIANO TRUCK CO. 
7 i er one : f * a" * b wtoe “ef of Senting as Sm is an adjunct to other advertising 426 North Main Street Findley, Ohie 
something ental Pccmnttenwe tentien, Gakee Geek te in this issue with these additional Percolator Elements — Iron Elements 
centive plan, opportunity for advancement 
Give experience, references, recent photo, at announcements of products and 
ou don't want ee heart F Otte Micon ae: Bap itches — 
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Greets, Friends! 


With thi ual apologies to Frank Sullivan 


Ber Ber Ber Ber Br Br BE BE BE 


Prithee, folks, lend me your ears 

While | sing you a carol of Christmas cheers 
\ kind ot Yuletide Thi lod 

lor you and you and you from me: 

lor Katherine Fisher and Bessie Swann 

Julia Kiene and Bernice Strawn! 

And clang a happy birthday chime 


When your balding bard finds names to rhyme! 


Let's raise our voices in merry song 
lor Lizzie Herbert and Lucy Long! 
For Edie Ramsey and Ballard, Le« 
Jessie Bakker and Clara 7! 

Helen Kendall and Willie Mae 
Hildy Popper and Elisha Gray! 
Powder the windows! ‘Trim the tree! 
For Dormever’s Marvin Allesee! 


Let's heist those steins of foaming beer 
For Oliver (Bob) and Joey ‘Tiers! 

For Hurley (Ray) and Simpson, Frank 
And Conlon’s cheery Bernie Hank! 

lor Wally Johnston, NARDA’s head 
Young Bob Galvin and ‘Tavlor, Ed! 

A dry Martini for Dexter's Ward! 

I'wo Manhattans for Stanley Ford! 

The same for LV'C’s Al Bross 

And “cleaner” davs for ‘Tubby Mo 

lo Harry Parsons, TK's new boy 

\ brimming measure of Yuletide jo 

Ihe same to Pavor of Calcinator 

And Beresford of Coolerator! 

To Sorenson (Ralph) and Sanderson (Ben 
Mav vou both live to a hundred-and-ten! 
Strike up the band for Hotpoint’s crew 
Sharp, McDaniel and Ogden, too! 

Ihe same to Rieger and McBrid 
Louisville and G-E’s pride! 


Sing hey-ciddle-diddle, the cat and the fiddle 
lo lronrite’s Dabney, Sierk and Biddle! 

Foot a couple of gay quadrilles 

With Johnny Morrison and Billy Hills! 

And if it’s snow we have to shovel, 

Let's call on all the lads at Lovell! 
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Begone dull care! No crying towel 
lor Halvorsen and Evans, Howell! 

‘or Homer Reeve or Dicky Weiss 

Bill McDonough or Harry Price! 

Let's pass the compliments of the day 
lo Johnny Wicht and Reg Lenna! 
l’o Jimmy Peters and William Shaw 
Harry Dienes and John Ashbaugh! 
Mete out champagne and caviar 

lo Al Bernsohn and stout Mort Farr! 
And grant a special Yuletide treat 

l’o Herbie Warren and Jack Poteat 

lor Blakeslee, Schlegel et. al. at Cory 
llosannas seem almost mandatory! 
\nd Lord, be kindly—keep them safe 
Brothers Howard and Artie Scaife! 
And while You're at it, Lord, please see 
(hat the same good wish applies to me! 

\ toast to Howard Landis, friends! 

Who forsook the business of spotting trends! 
But now really make the welkin quake 

lor Charlie Lawson and Johnny Drake! 

lor F’eerstner, George and Hinchliff, Ed 
Who keep Amana out of the red 

lor Alex Lewyt and Daily (Walt) 

\ brimming beaker of frothing malt! 
Felicitations to all at NARDA 

lor keeping the wolf from the dealer's larder! 
lo Clemens (“Chuck”), Buchanan (“Buck” 
Mav all the coming vears bring luck! 

l'o Scott and McNamee (both Al’s 

\ greeting to you each, old pals! 

\ watch with bracelet by Speidel 

lor Proctor’s pretty M. Riedel! 


Gals! Paint on your lovely lips! 

Let's see you start to swing those hips! 
We've got to entertain Bill Blees, 

Lee Clark, Gus Burns and Otho Reese! 
Bring cakes and ale to Siragusa 

He'll notch his belt a little looser! 
Swing your partners! On your toes! 
Dance for Elliott and Rushton (Joes); 
lor Berner, Sargent and Fisher (Stan 
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Newcomb, Coward and Packard (Dan 
Bring in the log! Let’s start some fires 
For Charlie Pyle and Albert Byers! 


* 
For Smith and Connell, Cartwright, too 
\ viking toast of Norgewegian brew « 
Fill the punchbowl, take no chance 
On leaving dry good C. G. Frantz! 


The same precaution take with Sacha 
\ thirty soul—no liquor-slacker! 

Kitzy and Coatsworth at E.E.I 

Get my wish for a blackbird pie 
Luscious goodies, food yum-yvum 

for Sylvania’s Mitchell and Bart Wickstrum! 
For Hoover, Mansager and Bond 

A vacation by Palm Beach’s frond! 
We're here today and gone tomorro 
So waste no time in idle sorrow! 
Come, fill up the Xmas socks 

Of O’Brien, Orr and Leo Fox! 
['rumpeters sound a paean of praise 
Craig may hear the rest of his davs 
Blow a note for Holbrook (Harry 

For O. C. Small and good Grant Parry! 
Shake the rafters, shake the floors! 
roast the good and forget the bores! 
lor Bonfig, Boian and Mavtag's Bradt 
We'll ask a blessing now, God wot! 


For Fellman, Breckenridge and Neec« 

Send harbingers of lasting peace! 

Hail to Ogilby, Rich, Carmine 

And “deep dimensions” T'V climb! 

Huzzah! for Burritt, Baird and Bull 

Come join them in a taffy-pull! 

Noel! Noel! Ring out old bell! 

For Sorensen, Duggan and “Dusty” Newbell! 
And now in parting, permit me, pra\ 

l'o wish vou well from 


QurQuice Ate, ~7 


Eprror 
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Kelvinator Dealers will get the 


Answers To These Problems 


at Dealer Showings this Month! 


HESE ARE THE PROBLEMS most frequently voiced around a franchise the deale€an count on to yield a 

f inecer by appliance dealers. They’re problems that FAIR RETURN on his investment of time and capital. 

become more critical as the retail appliance market It is, therefore, of immediate interest to any appli- 

gets more competitive. And they are problems that ance retailer who is concerned about his progress, 

Kelvinator’s marketing strategy is designed to solve profit and permanency to contact his distributor or 

in 1954! zone office and arrange to attend the Kelvinator 
Yes, the Kelvinator story for 1954 is different... built Dealer Showing for 1954 in his area. 


Kelvinator has acted! 


y /4 a 7 € THE MOST VALUABLE FRANCHISE 
that Da sace# @BJ@ iN THE APPLIANCE INDUSTRY! 


REFRIGERATORS « RANGES + FREEZERS « WASHERS « DRYERS «o IRONERS e WATER HEATERS ¢ DEHUMIDIFIERS 
KITCHEN CABINETS « SINKS « ‘‘ELECTRO-DRAIN’’ GARBAGE DISPOSERS « ROOM AIR CONDITIONERS 





